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) modern ways to buy time 

(each preferred in its own market) 





The 
STORZ 
Stations 

today's Radio 
(or today's selling 

Todd Storz. P'esideit 
Home O'f se- 0~aha 

WDGY, WHB, KOMA, WQAM 
represented by John Blair & Co. 



SOAPS: 
CZARS OF 
MADISON AVE. 



Why the soap giant 
dominate their agen 
cies' over-all strategies 
and why system work 

Page 31 



For New York's 
RTES— start 
of a new decade 

Page 34 

What happens to 
your spot at 
a tv station 

Page 36 



Whs's who in 
IHetor City 
radto/tv 

Page 42 




IT'S WHO'S UP FRONT THAT COUNTS 



In any one town, only one station can be 
the leader . . . only one station outrates all 
the rest! In Columbus, Ohio, that one 
station is the New WCOL. WCOL is dif- 
ferent. WCOL has the new sound of the 
'60's, combined with sound programming 
— choice, flawless broadcasting specially 
selected and specially produced for sound 
listening. Single spotting "showcases" your 

24-hours-a-day broadcasting 1230 AM 92.3 FM 



commercials. These are a few of the rea- 
sons why more folks find it fun to listen 
to the New WCOL than any other radio 
station. (Nielsen, Pulse, Hooper.) 

How about you? Next time you buy 
Columbus radio, ask for the new WCOL. 
To paraphrase a popular quotation . . . 
WCOL SOUNDS GOOD like radio should. 



THE CAPITAL STATION 
COLUMBUS 15, OHIO 



represented nationally by: robert e. eastman & co., inc 

Station WING, Dayton; WEZE, Boston; WKLO, Louisville, and 
WIZE, Springfield, 0., are other AIR TRAILS stations. 




COVERING 

THE 
NATION'S 



37 




MARKET 



r 



WJIM-TV, with 
521,300 TV homes, is 

MICHIGAN'S 
SECOND 
MARKET! 



WJIM-TV 

Strategically located to exclusively serve 
LANSING.... FLINT. ...JACKSON 



Basic 




Represented by BLAIR TV 
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is your 



best radio buy 



in CHARLOTTE 



TWO CONSECUTIVE 
N.S.I. REPORTS* 
show 

■ In the 6 to 9 A.M. 
block WIST Averoge Rat- 
ings are 32% HIGHER 

than the next station 

■ WIST is FIRST in 3- 
Hour Weekly Cumulative 
Ratings throughout the 
entire day — from 6 A.M. 
to 9 P.M. 

| In many time periods 
. . WIST is FIRST in 
TOTAL HOMES reached 
. . . bath inside and out- 
side the Metro Area 

| Between 3 and 6 P.M. 
. . . WIST delivers MORE 
DAILY HOMES than any 
other Charlotte station . . . 
more than all others com- 
bined in same V^-hrs.! 

N/ftSfN a/so shows that the average 
r.^nber of listeners ptr home is greater 
01 W/ST during most time periods, and 
thcl most W/ST listeners are adults!' 



Your P-G-W Colonel has the facts! 
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DIGEST OF ARTICLES 

Soaps: most powerful force on Madison Ave. 

3 1 There's no doubt PSG. Colgate and Lever dominate each agency they em- 
ploy because agency must conform to rigid standard^. But system works 

Cen. Sarnoff keys RTES anniversary 

34 New York's Radio & Television Executives' Society marks its 20th year 
with first Gold Medal award. Recipient: David Sarnoff, RCA board chmn. 

Inside story: your spot at a tv station 

36 Step-by-step coverage of what happens at a tv station when spots are 
ordered by important nat'l advertiser, in this case P. Lorillard via L&N" 

Tv whiz — kids' hobby kits 

39 ITC Model Craft put~ almost 98% of advertising budget into spot tv for 
hobby kit new to medium. Sales hit all-time high, open new markets 

CBS TV sets new commercials rules 

41 Many industry observers were startled last week at CBS TV's new strin- 
gent rules for tv commercial. Here are some of the rule*' highlights 

Who's who in Motor City's radio/tv? 

42 ^Tio are some of the best known and most influential people in Detroit 
broadcast advertising? :-po.nsor names 25 people, background- their work 

Radio puts herring on U.S. tables 

45 ^'i' a Foods, makers of herring product, find spot radio and familiar 
personalities can sell the American housewife on an unfamiliar food 
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best radio buy 

in Charlotte 



I Company of the South Station 



FOR 



MINNEAPOLIS 



ON 
THE 




To provide on-the-Spot service for the impressive 
list of agencies and accounts in this growing 
advertising center, The Katz Agency, Inc., will 
open a Minneapolis office in March, 1960. 

Address / 2305 First National Bank Building 
Phone /FEderal 3-6201 
Manager / Dave Abbey 



NATIONAL ADVERTISING REPRESENTATIVES 




NEW YORK • CHICAGO • DETROIT' ST. LOUIS 



LOS ANGELES • SAN FRANCISCO -ATLANTA • DALLAS 



MINNEAPOLIS 



Rates 




I 



WKOW-TV 



is the 



Qction 



|BUY IN MADISON 



1 



RALSTON 
PURINA 



I 



1 



1 



1 



reaches and sells 30, 
000 of the richest 
farms in the Midwest. 
These farmers buy over 
$24 million in farm 
feed per year. 



CONTINENTAL 

WAX uses WKOW-TV's mer- 
chandising service and 
merchandisable cover- 
age to introduce new 
products to nearly half 
a million people. 

PROCTER 
& GAMBLE sells WKOW-TV's 8 
county, %2Vt million 
market for soaps and 
detergents. All at Madi- 
son TV's lowest C/M. 

cscntcd nationally by Hcadlcy-Rccd TV 

tv e 



in MADISON, WIS. 



NEWSMAKER 

of the week 



The appointment of Frederick Wayne Ford, laioyer and 20- 
year career veteran in government, as the new chairman of 
the FCC came as a complete surprise to the industry last 
week, even though the Commission has been a recurrent sub- 
ject of much political controversy and policy debate, and its 
former chairman, John Doerfer, had been under fire from bi- 
partisan critics of the administration in a major election year. 

The newsmaker: Frederick Wayne Ford, who has spent 
half of his civil government career in the FCC. now endows the 
chairmanship of that Commission with the image of his experience 
as a lawyer and regulator. 

Mr. Ford's elevation does not signify new programs or even new 
policies on the part of the FCC. He is still only one of seven voting 
commissioners. (With Mr. Doerf- 
er's resignation, the FCC's mem- 
bership was momentarily reduced 
to six.) 

Nor does Mr. Ford's appoint- 
ment imply a drastic change of 
the FCC's attitude toward regula- 
tion. He represents only a con- 
tinuation of the FCC's recent tend- 
ency towards stronger regulation. 
He has been described as a middle- 
of-the-roader, neither a crusader 
nor a radical. 

n u .i i • -r r Frederick Wayne Ford 

Perhaps the real significance ot 

Mr. Ford's appointment is not to the broadcasting field at all. 

As a veteran civil servant with heavy commission law experience, 
his appointment by President Eisenhower represents largely an at- 
tempt to remove the FCC from the arena of national politics as a 
possible issue in November. 

But Mr. Doerfer's resignation was genuinely unexpected, since 
informed insiders had fully expected him to remain. 

Then last week an editorial appeared in the Republican Xew York 
Herald Tribune calling for his resignation. It seemed to follow within 
a few days. 

Representative Oren Harris, who called the move "a wise decision.'' 
also stated. "I'm not surprised." Mr. Harris is chairman of the 
House Committee on Legislative Oversight. 

Chairman Ford joined the FCC in 1947 and rose to become chief 
of its hearing division in 1951. He left the FCC in 1953, the same 
year that Mr. Doerfer joined the Commission. Mr. Ford then joined 
the Justice Department and became first assistant to William P. 
Rogers, then Deputy Attorney General. He returned to the FCC as 
one of its commissioners in 1957. ^ 
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NEWSMAKER STATION of the WEEK 

WHLO appoints EASTMAN 



FIRST... WARM -LAND WBSBm 

TUPM li/CDA i ami\ YORK- LANCASTER 

THEN... WSBA -LAND harrisburg 

.W 1A/LII ft . AKRON-CANTON and 

>J0W . . . W H LO -LAN D northeastern ohio 

WHLO RADIO the only advertising 

medium that sells the northeastern Ohio 
strip market area of more than 
two million people 



For details of the sound 
that sells in northeastern Ohio 

— call your East/man 
or WHLO, Akron, BL 3-71 01. 





robert e. eastman & co., 



inc. 



NEW YORK: 

527 Madison Avenue 
New York 22, N.Y. 
PLaza 97760 



CHICAGO: 

333 N. Michigan Ave. Russ Bldg. 

Chicago, Illinois San Francisco, Cal 

Financial 6-7640 YUkon 2-9760 



representing major radio stations 

SAN FRANCISCO: DALLAS: ST. LOUIS: 

211 North Ervay Bldg. Syndicate Trust Bldg. 



Dallas, Texas 
Riverside 7-2417 



915 Olive St. 
St. Louis, Missouri 
CEntral 1-6055 



LOS ANGELES: 
Taft Building 
1680 N. Vine St. 
Hollywood, Cal. 
Hollywood 4-7276 



DETROIT: 

Book Building 
Detroit, Mich. 
WOodward 5-5457 
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The handsome sales results achieved by WNBQ produced a solid 33.3% increase 
in total billings for the station in 1959 — an all-time WNBQ high. Dollars-and- 
cents proof that WNBQ's wide-ranging programming reaches Chicago's total 
audience and that more and more advertisers are sold on WNBQ every day. 
WNBQ • NBC Owned • Channel 5 in Chicago • Sold by NBC Spot Sales 



from a proud past 

on es a... 

, UTURE 
UNLIMITED! 




Everywhere you look in 
Montgomery you see progress. 
This new futuristic Coliseum, 
scene of rodeos, sports events, 
and conventions, is only one 
example of this area's vast growth. 
Expansion means opportunity . . . 
an opportunity to expand your 
sales in a million market. 
And WSFA-TV covers the area like 
no one else can. 




a 



NBC / ABC MONTGOMERY - CHANNEL 12 

The Broadcasting Co. of the South 



Represented by Peters, Griffin, Woodward, Inc. 



WIS-TV Columbia, South Carolina 



TV HBWS from M&A AUXANMR! 



WELCOME! 

WGN-TV, Ch. 9, Chicago 
KHJ-TV, Ch. 9, Los Angeles 

The latest stations to build audiences with 

"Q. T. HUSH, PRIVATE EYE" 
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Film Editor 
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Call, Write or wire ... 

m & A ALEXANDER PRODUCTIONS, INC. 

*. Ho'lpwod: 
6040 Sunset Iwlevard, HOHpwod 4-3414 



Utfl star* 



Ht» fork Cil»: 
141 Eatt 55th Slrtat. PLaza 5-5266 



...in Cleveland, particularly Her heart belongs 

to another. Likewise her ears and her Pulse. Cleveland is attuned 

to a new radio romance-WHK-the station that 
could hardly get any attention just a little over a year ago. Then it 
was that Metropolitan Broadcasting Corporation 
endowed our hero with an inheritance of new service, news 
and showmanship. Mirabiledictu! The new 
whk delivers Cleveland's second largest audience* for your product's 
proposal."Marriage"licenses available from Blair, or 
General Manager Jack Thayer (EXpress 1-5000). \ 



WHK 



Cleveland 

Division of 
Metropolitan Broadcasting 
Corporation 



1 AVE CHANG bD 




"ULSt 20 3%-6 A M. MIDNIGHT. MON-FR 
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GOING IIP! 

I960 will Ik- the hottest na- 
tional spot year in history. 
And we mean both tv and 
radio ! Your campaign in 
SPONSOR— the book tar- 
geted at spot buyers — will 
make your rep mighty 
happy. 

i ^ * v '5 * v "£ ^* _ 

* I • j Jfegk' |tj 

Just a 
few days left 
to sign up before 

sponsor's 

new rates 
go into effect. 

GUARANTEED 

RATE PROTECTION 

for all of I960 at 
old (1957) rates 
if you enter your 
advertising contract 
before 1 April ! 
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Hurry! Call Art Breicler 

MUrray Hill 8-2772, NYC 

SPONSOR 

THE WEEKLY MAGAZINE 
ADIO/TV ADVERTISERS USE 

10 E 49th Street. New York 17 



«) 
*> 
*> 
«) 
*) 

4) 



by Joe Csida 




Sponsor 
backstage 



The whole truth, and nothing but . . . 

About six years ago or so when I wrote my 
first Backstage for SPONSOR, 1 made it clear to 
whichever readers happened to look in that 1 
was not exclusively a trade newspaperman doing 
the piece for SPONSOR. The main sources of my 
livelihood, I explained then, were two music pub- 
lishing companies, Trinity Music, Inc. (BM1) 
and Towne Music Corporation (ASCAP), and a 
talent management firm, Csida-Burton Associates, Inc. I took great 
pains to make this clear to the customers, because 1 wanted them to 
know that on such occasions as I might have legitimate reason to 
mention — a tune published by one of my firms, or an artist managed 
by CB — there might just possibly be room for a touch of prejudice 
on my part. 1 do believe that anyone in the trade who has been 
reading me, lo these many years in SPONSOR and previously in The 
Billboard, knows that I prize my integrity, both as a newspaperman 
and a businessman highly. And that 1 would do nothing to jeopard- 
ize what I believe to be my reputation for this integrity. 

It is in this frame of reference that I want to notify one and all, 
as 1 write this particular piece, that I am now employed as vice 
president for eastern operations of Capitol Records, Inc. I sold out 
my majority interests in the above-mentioned music publishing and 
talent management operations to my partner, Ed Burton, and my 
heart now belongs to this 18-year-old Hollywood-based corporation, 
whose officers and many of whose other personnel I have known and 
admired for a long time. 

Please be advised, therefore, that should I make any kind remarks 
about Capitol or any of its many fine artists, you may consider that 
(hard as I will try to avoid it) I may be a mite less than totally ob- 
jective. Or, conversely, should 1 write anything seemingly critical 
of RCA Victor, Columbia or any other record company (this is high- 
ly unlikely because they are fine firms) you may suspect me of 
being partial. 

For and agin me 

Truly, I do not believe it's needed, but just in case — 1 consider a 
sign of my ability to continue as an objective and impartial SPONSOR 
columnist, and a totally devoted, 100%-loyal Capitol officer, the 
column I did several weeks ago about the NBC year-end report. 
NBC is, of course, the sister company of Capitol competitor, RCA, 
but the column I did praised the many fine things revealed by their 
year-end report. 1 emote the following very nice letter from NBC 
vice president in charge of public information Sydney Eiges to 
SPONSOR publisher Norman Glenn: 

"Dear Norm: 

"That column by Joe Csida was one we loved. . . . I'm delighted 
I Please turn to page 14) 
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tM SPONSOR WHEEL-OF-FORTUNE 
■ the NAB CONVENTION 

• 3si)ud >illlon Hotel • Chicago 



Somebody 
out 
there 
must 
be ' 
selling 

her m 




ft could be Don McNeill's Breakfast 
Club ... it could be Eydie Gorme . . . 
>t could be Dennis Day ... it could be 
»ny ABC Radio Network program or 
package. It could be a renewal sponsor 
f there are 57 of them). It could be a 
Ilponsor doing his network radio selling 
[Exclusively on ABC (there are 58 of 
|,hem). All 119 advertisers (30 more 
jhan last year) ... are out there selling 
jier everything from corn pads to cars. 

i&BC Radio Network 



ABC ADVERTISERS AND PRODUCTS IN 1959 aflcio . acnecare . aqua-ivy . aero-shave, black flag, wizaro deooorizer . 

AMERICAN HOME MAGAZINE . AMERICAN TELEPHONE AND TELEGRAPH . APPIAN WAY PIZZA PIE MIX . APPLE VALLEY BUILOING DEVELOPMENT ASS'N . 
ARCHWAY COOKIES . ASSEMBLIES OF GOO . AYOS. ITALIAN BALM . BABY SWEET 5 S0OTHENE . BAPTIST BIBLE FELLOWSHIP. INC. • BELTONE HEARING AID 
CO. . BENRUS WATCH . BEN MONT PAPER. INC. . BILLY GRAHAM EVANGELISTIC ASSOCIATION . BR0M0-QUININE COLO TABLETS . BRUCE CLEANING WAX . 
BURGESS VIBROCRAFTERS.CAOILLAC(OIV. OF GENERAL MOTORS). CALIFORNIA STATE DEMOCRATIC CENTRAL COMMITTEE. CAMEL ANOW NSTON CIGARETTES. 
CAPE CORAL REAL ESTATE . CASITE . CHANGING TIMES MAGAZINE , CHEF-BOY AR DEE . CHICK-CHICK S PRESTO EASTER EGG COLORS • CHOOZ . CLAIROL . 
COLGATE DENTAL CREAM . OAB . DAWN BIBLE STUDENTS ASSOCIATION . OODGE (DIVISION OF CHRYSLER CORP.) . OR CALOWELL LAXATIVE . OR PEPPER CO.. 
OR. THOMAS WYATT . ORISTAN . EX-LAX . FAB . FOGLER'S COFFEE . FREO STREETER'S PLANT GROWTH TABLETS . GENERAL ASS N OF OAVIOIAN 7TH OAY 
ADVENTISTS . GENERAL NUTRITION CORP. • GOSPEL BROAOCASTING ASSOCIATION . GREY-ROCK . GROSSET S DU'.LAP INC. . GUAROIAN MAINTENANCE 
(OIV. OF GENERAL MOTORS) . HARRISON HOME PROOUCTS . HIGHLANO CHURCH OF CHRIST . HUOSON VITAMIN PRODUCTS .6-1? NSECT REPELLENT . JELL-0 . 
KVP CORP. . KAPP RECORDS . KOOL AID . KRETSCHMER CORP. . LEVOLOR VENETIAN BLIND . LUCKY LAGER BREWING C3. • LYON VAN ANO STORAGE . MAGLA 
PROOUCTS . MAXWELL HOUSE COFFEE . MENTHOLATUM CO. . MERIT PLAN INSURANCE CO. . MIOAS MUFFLER CO. . N'.IRACLOTH S DOTTIE DUSTCLOTH . 
MUSSELMAN APPLE SAUCE . McCALL'S MAGAZINE . McCULLOCH MOTORS CORP. . NR TABLETS . OLDSMOB LE (OIV Of GENERAL MOTORS) • ORAL ROBERTS 
EVANGELISTIC ASSOCIATION . PABST BREWING CO. . PALL MALL CIGARETTES . PARKER PEN CO. . PEPSI-COLA CO . PETER PAUL. INC. • PLANTABBS . 
PLYMOUTH (DIV. OF CHRYSLER CORP.) . PONTIAC MOTORS (OIV. OF GENERAL MOTORS) . PURITRON CORP . QUAKER STATE OIL REFINING CO. OF CALIFORNIA . 
RADIO BIBLE CLASS . RENUZIT HOME PROOUCTS CO. . ROCK OF AGES CORP. . ROYAL GELATIN. CHASE & SANBORN INSTANT COFFEE • SARAN WRAP . 
SAVINGS 4 LOAN FOUNDATION . SCAMPERS . SCANDINAVIAN AIRLINES SYSTEM INC. • SCHICK. INC. • SEALY MATTRESS CO. . SHIPSTAOS & JOHNSON ICE 
FOLLIES OF I960 . SIONEY WALTON'S 7 LITTLE BOOKS . SLEEP-EZE . MISTER SOFTEE INC. . SPRINGFIELO HOME PRODUCTS . SPRUANCE BREAD MIX . 
ST. JOSEPH ALMANAC CALENOAR . STA FLO. STA PUF, SYRUP CREAM CORN . STANDARD OIL OF INDIANA . STANOARO OIL OF CALIFORNIA . STEVENS 
TV ANTENNA . SUPER M-39 VITAMINS . SWANSOOWN CAKE MIXES . TRIP OF THE MONTH CLUB . U.S. POOL CORP • UNITEO ARTISTS CORP. . UNIVERSAL 
COFFEEMATIC . UNIVERSAL INTERNATIONAL PICTURES . VAN NUYS SAVINGS S LOAN ASSOCIATION . VOICE OF PROPHECY. INC. . WATCHMAKERS OF 
SWITZERLAND . WESTERN AIRLINE . WHITE CROSS HOSPITAL PLAN . WHITEHOUSE COMPANY . WORLO VISION, INC. • WALT DISNEY TOYS . ZINO PAOS 




CD ^ l(C 
^GET 

MOVING! 

Stations on the go are rolling; 
with SPOXSOK ! 1960 will 
be the hottest national spot 
year in history. And we mean 
both tv and radio! Your cam- 
paign in SPONSOR— the 
book targeted at spot buyers 
— will make your rep mighty 
happy. 
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to sign up before 
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new rates 
go into effect. 
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GUARANTEED 

RATE PROTECTION 

for all of 1960 at 
old (1957) rates 
if you enter your 
advertising contract 
before 1 April ! 
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Hurry! Call Art Breider 
MUrray Hill 8-2772, NYC 

SPONSOR 

THE WEEKLY MAGAZINE 
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40 E. 49th Street, New York 17 




Sponsor backstage {continued) 



to hear that he will continue writing his column for sponsor. His 
warm, human approach to the industry and its problems and the 
tremendous background of unmatched experience from which he 
writes make it a 'must' for me in every issue. 

"And he's just the 'superman' who can keep it going while tack- 
ling the big job which he faces at Capitol Records." 

ObviousI) I'm very grateful to Syd for these kind words, and I do 
think 1 will be able to keep the column going satisfactorily. If 1 dis- 
cover I can't, I'll be the first to holler uncle and cease and desist. 

Lest you consider me shamelessly immodest for running the Eiges 
letter, let me hasten to assure you that not all of sponsor's readers 
feel the way Syd does about my efforts. Here's a note which Norm 
Glenn got from industry leader Bob Mason, general manager of 
WMRN, Marion, Iowa, about the piece I did welcoming Bernice and 
Ira Herbert back to the radio business: 

"Dear Norm, 

"I recommend ) ou suggest to your columnist, Joe Csida. that he 
learn something about radio West of the Hudson River. 

"His column in the February 20th issue would sound as though 
'the music-news format, which in time was to prove the life-saver of 
radio' was adopted by everyone. 

"You will find throughout the Middle West and Far West, at least, 
hundreds of stations that never went to music-news, but continued 
as substantial operations covering all phases of community life. 

"It's hard enough to convince some metropolitan Congressmen 
that such a condition could exist because their concept of radio and 
television comes largely from Washington and New York. 

"It's too bad that the business publications of the broadcasting 
industry are tempted to add fuel to the political flames of profes- 
sional publicity seekers. 

"We certainly could not be accused of being included in what your 
columnist says, 'Top 40 format is being dumped by station after sta- 
tion.' Many stations never adopted it and consequently won't dump 
it. Let's not castigate the entire industry for the sins of a few!'' 

Either way is O. K. 

I apologize to Bob Mason, of course, for having given the im- 
pression (if 1 did) that every station in the country runs nothing 
but music-news. There are certainly, as Bob says, hundreds of sta- 
tions around the country, like WMRN. which program on the basis 
of "covering all phases of community life," and do so extremely suc- 
cessfully. 

It's a good thing guys like Mason write the kind of letters to the 
publisher they do. Sort of offsets those billets doux from friends like 
Syd Eiges, and keeps columnists from getting swell-headed. ^ 



Letters to Joe Csida are welcome 

Do you always agree with what Joe Csida says in Sponsor Back- 
stage? Joe and the editors of SPONSOR trill be happy to receive 
and print your comments. Address them to Joe Csida, c/o 
SPONSOR, 40 East 49th Street, New York 17, New York. 



Spiff to* SPONSOR WHEEL OF -FORTUNE 
•tthe NAB CONVENTION 
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RESPONSE 



RESPONSE: A capacity crowd of 10,000 moppets, moms 
and dads responded to WJW-TV's unique Dental Health Day 
Party last month at the Cleveland Arena. Another 4,000 were 
turned away at the doors. A true festival of fun with prizes 
from balloons to ponies to toothbrushes . . . certainly a pain- 
less way for youngsters to learn dental health. • It shows the 
mighty influence of warm, friendly, forceful WJW-TV in the 
nation's 7th largest market. You're in good company and 



W7 



YOU KNOW WHERE YOU'RE GOING WITH 



CBS CLEVELAND 

A STORER STATION • REPRESENTED BY THE KATZ AGENCY 
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' . 'es in New V' ; , ,,, 

I ig (27.7 rating) Pitt ■ • \ • ( . < 
j ■? rating), San Diego (2l.tratmy) tnfsci way* 
> star ratings / 

advertisers — Carling, American Stores, Ronzont, New York 
tcreem, Fairway Food Stores ( to mention a few) — are flocking to 
V (more than $2 million to date!) on television's top-rated topkick 
return on your advertising dollar? Just pass the buck to Bilko. 

•t» York. Ctitvgo Lo Angr-I .s, Detroit, Boston, D allas, pn A EMM MM © fB 
it* o/.rf Altanta In Canada SW Caldwell. Ltd. Toronto wDd W m LflVv <V 

". . . //7e 6es/ />//77 programs for all stations" 




the prestige independent 
with network audiences! 




A. C. Nielsen recently stud- 
ied his entire New York 
sample, both Audimeter and 
Recordimeter — Audilog 
homes, and found "no sig- 
nificant difference" between 
the kind of people who 
watch WPIX-11— New York's 
leading Independent station 
—and New York's leading 
Network station. 

The Nielsen "WPIX AUDI- 
ENCE PROFILE" study pro- 
vides a direct comparison of 
audiences for the prime 
qualitative categories of. 

FAMILY INCOME 

HOME OWNERSHIP 

AUTOMOBILE OWNERSHIP 

SIZE OF FAMILY 

AGE OF HOUSEWIFE 

OCCUPATION. HEAD OF 
HOUSEHOLD 

from 7:00-11:00 PM. seven 
nights a week. 
Qualitatively they are equal. 

As Nielsen states: "NONE 
OF THE COMPARISONS 
YIELDED A SIGNIFICANT 
DIFFERENCE!" 



The "content" of a rating point on WPLVII and the top 
network- station in New York is the same! Nielsen 
proved that incomes, home ownership, ages, jobs 
etc. follow identical patterns.* The reason 
logical and understandable. WPIX-11 h pro 
g rammed like a Network station with net- 
work-proven and network-quality shows 
\ery half-hour, even- night. This wpix-ll 




"network look" brings increased sales impact to your 
commercial messages — makes them more receptive, 
more effective, more productive. 

here are your 60-seeond commercials tonight.' 



new 
york 



l WIPE 




N Qua tat rr 


5<«dv for WPIX. 11 \ 
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Most significant tv and radio 

news of the week with interpretation 

in depth for busy readers 



SPONSOR - SCOPE 



19 MARCH I960 
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You never know in spot tv what nook of the country will explode next as a 
goodly source of national spot hillings: the latest is the sector that takes in Indian- 
apolis, Muncie and Fort Wayne. 

So much buying has suddenly started to emanate thereabouts that one major rep is 
considering opening an Indianapolis office— on the chance that this activity is a har- 
binger of a steady flow of business. Indiana is now serviced out of Chicago. 

Here's some of the Hoosier spot tv action that's got the reps hopping: 

Pic-a-Pop (Randall & Baggott, Ind.), 147 markets with ahout §250,000 for 13 
weeks, starting mid-April, with emphasis on afternoon cartoon strips. 

Kennedy Carliner & Bag (Poormaii, Butler, Muncie) now in Indiana and Ohio 
and headed for Seattle, Atlanta and other points as soon as distribution permits. 

Vita Guano (Caldwell, L&S-V, Muncie), 25 southern markets for a starter. 

Ball Bros. (Applegate, Muncie), 80 markets for the summer. 

Eckrich Meats (Applegate, Muncie), 15 spots per week in major midwest markets. 



CBS TV was faced this week with protests from several agencies over the net- 
work's latest groundrules on nighttime commercial positioning. 

The gist of the demurrers : we can't exercise maximum creativeness in the sale of 
our clients' products if you deny ns the opportunity of expedient length and place- 
ment of the commercials. 

Two of the agency giants said they recognized that the network was acting to controvert 
the present climate of criticism and to stave off regulatory action from Washington hut the 
new CBS positioning standards posed a terrific inequity to certain types of adver- 
tisers. 

One agency, Bates, is reported to have threatened to withdraw Brown & Wil- 
liamson's billings at night if the network held fast to its new policy of not permitting more 
than three commercial positions and two entertainment breaks in a half-hour program. 

Off-the-record comments included these: (1) CBS was clobbering all customers when 
its basic problems were the drugs and cigarettes; (2) obviously those who contrived the 
new rules were oblivious to how the mechanics of matching together money from va- 
rious brands often made four separate positionings mandatory; (3) CBS' sales chiefs, 
disturbed as much as the agencies, were hoping to have the new rules revised. 

Summer spot tv business has started to roll in both New York and Chicago. 

The Chicago contingent includes Kool Aid (FCB1 and Heath Toffee Ice Cream Bars 
(Biddle) . It's the latter 's first dip into the medium. 

In New York it includes Tender Leaf Tea (JWT), Dow's Handy Wrap (NCK). 

Other spot activity out of Chicago: Swift's Pard Dry Crunchers (DFS1 ; Helene 
Curtis' Suave (Campbell-Mithun) , flights of six weeks each in top markets. 

Added New York action: French's Instant Mashed Potatoes (JWT); Regular 
Chase & Sanborn Coffee (JWT); Fah, Palmolive Soap, Yarn and Wildroot f Bates). 



Esso returns to spot radio mid-April for a 27-week campaign, concentrating on 
weekends and using a couple stations per market at the rate of 10-20 spots a week. 

The schedules will run in 50-odd markets. Esso, pioneer in news, pulled completely out 
of that commodity at the end of last year. McCann-Erickson is doing the buying. 
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SPONSOR-SCOPE continued 



BBDO this week circulated among its 1500 account people and others identi- 
fied with media a tersely documented fact-piece on why they ought to consider using 
summer spot radio. 

They were reminded that 25% of all grocery, drug, appliance and car sales were 
still made in the summer and that the complexion of summer listening has been 
changing mightily as reflected by the big surge in auto and portable set sales in sum- 
mer living. 

Tv stations might as well save wear and tear on their paper and pencils in try- 
ing to figure out rates for 30-second copy. 

SPONSOR-SCOPE checked reps with stations that devised such rates and found that 
takers of 30-second spots have been quite rare and certainly not regular. 

The deduction: when a copywriter says he needs a minute to tell the story he means 
just that and not 30 seconds. The stations had thought that the 30-second spot would in- 
spire copywriters who shy away from 20's and I.D.'s to renewed creativity. There are plenty 
of 20's and I.D.'s to be had in practically all the markets. 

Automotive business for radio stations in national spot this quarter is running 
ahead of last year but the trouble is this: there are so many cars that want to get on at 
a limited period of the day that clearances have become virtually unsolvable. 

There are at least 12 campaigns out of Detroit and South Bend and practically all 
of them have designated 7-8:30 a.m. as the desirable time. 

What aggravates the dilemma for the stations: local car dealers constitute 52-week 
customers with early a.m. franchises and nobody's going to impinge on their rights. 

Scott Paper (JWT) is taking its time about deciding whether it wants to exer- 
cise its two-year option on the reruns of Father Knows Best. 

If it does elect to go on with the repeats at night, it won't be in its present NBC TV 
period and only on an alternate basis. 



According to SPONSOR-SCOPE's rough estimate the 20 leading advertisers in net- 
work tv for 1959 spent an aggregate, in time and talent, of $479.5 million. 
A rundown of that estimate by account: 



ADVERTISER 


NET TIME 


PROGRAM COSTS 


ESTIMATED TOTAL 


P&G 


$36,500,000 


$28,000,000 


S64,500,000 


Lever 


24,500,000 


18,500,000 


43,000,000 


American Home 


21,000,000 


15,000,000 


36,000,000 


General Motors 


16,500,000 


19,000,000 


35,500,000 


Colgate 


17,500,000 


15,000,000 


32,500,000 


General Foods 


16,000,000 


14,500,000 


30,500,000 


R. J. Reynolds 


13,500,000 


12,000,000 


25,500,000 


Gillette 


10,500,000 


14,000,000 


24,500,000 


Ford 


9,000,000 


12,500,000 


21,500,000 


Bristol-Myers 


10,500,000 


8,500,000 


19,000,000 


General Mills 


10,500,000 


8,000,000 


18,500,000 


Lorillard 


9,000,000 


8,500,000 


17,500,000 


Sterling 


9,500,000 


6,500,000 


16,000,000 


Liggett & Myers 


8,500,000 


7,500,000 


16,000,000 


Pharmaceuticals 


8,000,000 


7,000,000 


15,000,000 


Chrysler 


7,500,000 


7,000,000 


14,500,000 


American Tobacco 


7,500,000 


6,500,000 


14,000,000 


Philip Morris 


7,000,000 


6,500,000 


13,500,000 


Brown & Williamson 


6,500,000 


5,500,000 


12,000,000 


S. C. Johnson 


5,500,000 


4,500,000 


10,000,000 
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SPONSOR-SCOPE continued 



Bates, per usual, is doing its fall shopping early at the networks. 

Purchases the past week from ABC TV: two minutes weekly on Surf side 6 for 
Brown & Williamson and participations in Stage Coast West for B&W and Whitehall. 

The hour price on Surfside is $120,000 gross with reruns free and Stage Coast, 
$100,000 first run and around §30,000 for repeats. 

While CBS TV ponders the format for its regular Friday night news-in-depth 
series, the non-entertainment section of the business keeps hauling in the shekels. 

Among the latest developments in that CBS area: 

1) Reynolds Metals (L&N) will sponsor the National Auto Show in Detroit Sun- 
day, 16 October (6-7 p.m.), paying $88,600 for the program and around $115,000 for 
time. 

2) Williamson-Dickey (F&S&R) will pick up the tab for the PGA event at a cost of 
around $225,000. 

3) G.E. is evincing an interest in four one-hour educational shows, headed by James 
B. Conant, at about $175,000 apiece. 

Note: The figure put on the Face the Nation series is $17,000 gross. For the 
Civil War series, the Desperate Years, $40,000. 

NBC TV affiliates are in a stronger position to catch up with the prevailing de- 
mand for daytime minutes from spot advertisers. 

The network has opened up two additional such spots: at the 3:30 and 4:30 station- 
breaks. In other words, there won't be breaks at 3:15 and 4:15. 

Other minute breaks previously available to NBC stations: 10:30 (on co-op basis); 
12:30 and 2:30. 

Here's the latest comparative one-time rate for matched lineups on the three 
tv networks (135 stations), covering 93% of all U.S. homes: 

NETWORK GROSS HOUR GROSS HALF-HOUR 

ABC TV S 98,130 $58,878 

CBS TV 107,700 64,620 

NBC TV 108,170 64,902 

Take it as a symptom of the business outlook, or the power of tv, or both, but 
more and more big companies are asking their agencies what can be done in that 
medium during the coining season to shine up the corporate image. 

The source of this observation are planners in the topline agencies. 

This quest for improvement of the institutional image is interpreted by some of them as 
showing a confidence of what the level of sales will be during the coming year. In 
effect, such clients — taking a leaf from DuPont — are saying: there's an incalculable value 
in what the public thinks of your business. 

ABC TV's new ratecard, which takes effect 1 October, contains these salient 
features and comparisons with the other networks: 

1) ABC's summer discounts run 16 weeks as against the others' 13 weeks. 

2) Annual dollar volume runs from 2% for $100,000 to 15% for $5,200,000. 

3) Maximum discount for any advertisers drops from 3214% to 30%. 

4) Discounts for every week nighttime weekday periods: before 8, 12% in winter, 
48% in summer; between 8-8:30, 4% in winter, 42% in summer; 8:30-10:30, 0% 
in winter and 36% in summer; 10:30-11 p.m., 4% in winter, 42% in summer. 

5) The rates for daytime go up, since the discount for every week advertisers slides 
from 40% to 20%. 
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SPONSOR-SCOPE continued 



Strong sentiment, at least in network quarters, seemed this week to be develop- 
ing for the recruiting of an outstanding puhlic figure for the vacant NAB presidency. 
Among the names bruited: Gen. Alfred Gruenther, now president of the Red Cross. 

ABC TV has crashed the sports picture in a big way for the 1960-61 season. 

After outbidding NBC TV for the NCAA telecasts (13) it sold Gillette a §8-million pack- 
age consisting of half sponsorship of the Saturday night fights ($2.5 million), and co- 
sponsorship of the NCAA games and Saturday afternoon baseball games (25). 

(For more on Gillette commitment spread, see NEWS WRAP UP, page 60). 

NBC TV had its own raiding party going in the sports arena this week. 
It was hoping to snag the 1960 pro football games, something that has been exclusively 
CBS TV's for years. 

In the event the deal is made NBC would telecast these pro games, odd as it may seem, on 
Thursday, Friday and Saturday nights. The fall schedule lends itself that way. 

NBC is referring to this as an S8-million package, whereas CBS grossed but $5-million 
from the pro football games as a Sunday matinee attraction. 

There's still this notable difference between the tv soap opera and its radio 
progenitor of the latter 1940's: the tv serial has a bigger younger audience. 

But in one respect they have a strong kinship: they draw practically the same aver- 
age audience percentage. It was 8.4 in Nielsen Tv for November-December 1959 and 
8.3 in Nielsen Radio for February-March 1947. 

The age of housewife breakdown for tv: 16-34, 12.5; 35-49, 8.3; 50+, 9.1. The radio 
ratio: 16-39, 9.0; 40+, 8.2. 

Note: lower income homes dominate for soap operas in tv as they did in radio. 

TvB is reacting, if only within the clan, to the ad noting comparisons that the big 
magazines have been making in their trade advertising and promotion. 

It's preparing a memo to TvB members which will point out that these magazines have 
been distorting the much-qualified information gathered by Politz for his various 
ad-noting studies. 

In other words, the memo will be one of those clarification types. 

Look for control over their nighttime tv network programs to slip away from 
agencies more than ever the coming season. 

Progressively militating against them are these factors: 

1) Less and less clients are in a position to sponsor a program all by themselves. 

2) It's getting harder to mateh up alternate sponsorships within an agency. 

3) Few agencies are equipped to develop shows with freelance eomposers that be- 
cause of their ingenuity and imaginativeness will find easy acceptability by the networks 
as against the networks' own wares. 

Don't take this as a norm for the medium in general, but CBS TV Spot Sales' 
hillings for March are running 31% ahead of the like month of 1959, making the 
biggest month in four years. 

The edge of March 1959 over March 1958 was 19%. 



For other news coverage in thi» issue, see Newsmaker of the Week, page 6; 
Spot Buys, page 46; News and Idea Wrap-Up, page 60; Washington Week, page 55; SPONSOR 
Hears, page 58; Tv and Radio Newsmakers, page 70; and Film-Scope, page 56. 



SPONSOR • 19 MARCH 1960 




Durlesy of Kayser Hosiery 

PONSOR • 19 MARCH 1960 



Con You Moke Such An 

LANDING MARKET 
ONANZA BUY?" 

KMSO-TV, Serving All Of 
WESTERN MONTANA is 

BIG in Coveroge 
BIG in Prog romming 

BIG in viewership 

9 Out of every 10 TV Homes in the Far 
Western Montana market view only KMSO-TV. 

1,000 X S8 = 58,000 TV HOMES 

in 13 counties are delivered by KMSO-TV at a 
low cost thousand of just $1 

NOT JUST 1 BUT 6 CITIES 

Butte, Anaconda, Missoula, Deer Lodge, Ham- 
ilton, and Kalispell enjoy top programs on 



CBS • NBC • ABC 



18 VHF COMMUNITY BOOSTERS 

have been installed in Butte, Anaconda, Deer 
Lodge, Kalispell and many other communities 









NATIONAL REPRESENTATIVES 

FORJOE-TV, Inc. 
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While serving a single 
station market, WTHI-TV 
fulfills its public service re- 
sponsibilities in a way that 
has gained for it the appre- 
ciation and support of its 
entire viewing area ... a cir- 
cumstance that must be re- 
flected in audience response 
to advertising carried. 

Five full y 2 hours of local 
public service program- 
ming each week. 



Timebuyers 
at work 




Martin Foody, Reach. McClinton & Co.. New York, thinks that most 
station-sponsored research must be carefully scrutinized. "A typical 
station circular reports. 'WXXX delivers 10,000 more homes.' Is it 
all right to ask questions such as. more homes than who? At what 
time? Each week? Each month? On a specific program? ... Or 
am 1 likely to embarrass someone 
who can't fit the answers to my 
questions?'' When a radio station 
quotes a total listener figure. Mar- 
tin says, it often doesn't explain 
whether this figure includes in- 
home or out-of-home listenership, 
or whether it's for one week or 
four. If a station doesn't find it- 
self strong with Pulse, it quotes 
Nielsen, and vice versa. "And 
somehow a station always finds 
itself No. 1 in some category. If 
it isn't top-rated in any survey, it becomes 'No. 1 in adult program- 
ing,' 'in fine music,' 'in news.' or the station 'with the No. 1 d.j.' It's 
a sad state of affairs, but the only facts that buyers can easily get 
about stations are those which are prejudicially to their advantage. 
1 hope to see the day when station information has more integrity." 

Howard Webb, Ralph Allum Co., New York, feels that buys of the 
highest cost efficiency are made by selecting several good radio sta- 
tions in each market, instead of buying the top-rated stations alone. 
"The rationale behind buying the top station only is that this station 
will reach a high percentage of the market's audience in the course 

of time. This, of course, is true. 
The big 'but' is that you can reach 
the bulk of the audience more rap- 
idly, and with a lower cost-per- 
1,000, by buying several stations. 
Admittedly it's easier, and easily 
justified, to automatically pick the 
station with the heaviest ratings. 
Not only does the mechanical proc- 
essing require a lot more time and 
effort to place a schedule on sev- 
eral stations in a market, but a 
great deal of analysis is necessary 
to get the best possible buy." Howard thinks that because of the 
constant change in audiences, it's good policy to take a new look at 
stations every time you buy. "1 find the representatives very helpful 
in keeping me up-to-date on both stations and markets, and I notify 
all of them as far in advance of a campaign as I possibly can." 




Sthi-tv 

■NN.E1* 10 CBS • ABC 

TSRRfc HAUTE 

INDIANA 
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California's Capitol 



Free-spending Californians and Ne- 
vadans are clustered thick in Bee- 
line station broadcast areas. For 
example, KFBK is located in the 
heart of the Metropolitan Sacra- 
mento Market which ranks 9th 
nationally in retail sales per house- 
hold and 43rd in total retail sales. 
National ranking for total food sales 
is 39th and total drug sales is 49th 
(SRDS) 



The city of Sacramento is the 
capital of California. It is also the 
center of an area having huge, di- 
versified food-canning, industrial, 
dairying and agricultural activity 
plus several very large military 
establishments. 

As a group, Beeline stations give 
you more radio homes than any 
combination of competitive stations 
— at by far the lowest cost per 
thousand (Nielsen & SR&D) 

'Sales Management's 1959 Survey of Buying Power 



T 



\ KOHo RENO 

KFBK ° SACRAMENTO 
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KMJ © ERESNO . 

^ \ 

KERN ° B4KEP5F EID 




/UteClodbcJUAi 0fto(ulccLstJu^ Co*ojbo*uf 

SACRAMENTO. CALIFORNIA PAUL H. RAYMER CO., NATIONAL REPRESENTATIVE 
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Look 

who's sold 
on ABC | 

Alberto-Culver, Alcoa, American Chicle Co., | 
American Cyanamid, Armour, American 
Redball Transit, Beechnut, Best Foods, Border ' 
Block Drug Company, Breast o' Chicken, 
Brown & Williamson, Campbell Soup, Canadj • 
Dry, Carnation, Carter Products, Chevrolet, 
Coty, Cracker-Jack, Helene Curtis, Colgate, | 
Derby Foods, Dow Chemical, Dinner-Redy, ] 
Dodge, Drackett, Du Pont, Drug Research, 
Dusharme, Durkee, Dutch Masters, Eastco, 
Eastman-Kodak, Elgin, Ex-Lax, General 
Foods, B. F. Goodrich, General Mills, Hartz 
Mountain, Haggar Co., Hollywood Brands, 
Hills Bros., International Latex, Johnson & 
Johnson, S. C. Johnson, Knomark Mfg., 
Kaiser, Lever Bros., Ludens, Libbey-Owens- 
Ford, Liggett & Myers, P. Lorillard, Mars, 
Mastic Tile, Mutual of Omaha, Mattel, 
Miller Brewing Co., Miles Laboratories, Moge; 
David, Massey-Ferguson, Inc., Minute Maid, I 
North American Van, Northam Warren, Old 
London Foods, Peter Pan Foundations, 
Pharmaceuticals, Plough, Procter & Gamble, 
Phillips-Van Heusen, A. H. Pond, Quaker 
Oats, Ralston Purina, H. F. Ritchie, Renault 
Restonic, R. J. Reynolds, Reynolds Metal, 
Renuzit, Scripto, A. E. Staley, Sterling Drug, 
Seven-Up, Sweets Co., Toni, U. S. Time, 
Vitamin Sales, Vick Chemical, Ward Baking, 
Westclox, Warner-Lambert, Welch Grape 
Juice, Whitehall Laboratories. 

The company on ABC is not merely good. 
It's smart. Knows, if you please, the selling 
import of these basic ABCs: A) Share of 
audience — ABC-TV is now consistently first or 
second every night of the week. B) Kind of 
audience — ABC-TV's programming selects the 
younger homes, with growing, consuming 
families. G) Cost of audience — ABC's cpm of 
homes ($2.88) is lowest in the business 
of network selling. If you agree on the value of 
these ABCs, you can be sold— successfully— 
on ABC Television. fSf 



WATCH ABC-TV IN '60 

(more people will) 




1 49th am 
Madison' 



Not forgotten 

Your most flattering story appearing 
in the 20 February issue of sponsor 
("Sponsor Backstage") delighted us 
beyond words. Most people have the 
happy faculty of forgetting — especial- 
ly after six years, which was not the 
case with you. 

Ira Herbert 
Palm Beach, Fla. 

• For more on the Herberts, see this week's 
"Backstage," page 12. 

Left out! 

Your 20 February survey "Local Tv 
Wins Powerful Friends, "should prove 
a spur to stations hesitant about ex- 
panding the schedule of programs of 
this type. 

While you went pretty far into this 
field there is a feeling here that you 
completely missed the many pro- 
grams and series of this type pro- 
duced by WFIL-TV and the other 
Triangle Stations. Although you not- 
ed the 10th anniversary of our Uni- 
versity of the Air series in sponsor's 
■'Tv Stations" roundup, 23 January, 
you completely overlook it in this lat- 
est story. This series enjoys the co- 
operation of more than 28 colleges 
and universities in Delaware Valley, 
and is telecast live from 11:15 a.m. 
to 12 noon, 45 minutes each scholas- 
tic weekday on WFIL-TV, via video 
tape on a one-week delay at 7 a.m. 
and is subsequently aired on all other 
Triangle Stations at various times. 

Of equal importance is the new 
Eyewitness series premiered 2 Febru- 
ary. This is a public affairs series 
prepared by a special Eyewitness 
news team. By a skillful combination 
of news film and interviews, it puts 
the microscope on such subjects as 
narcotics, heart disease, the Beat gen- 
eration and transportation problems. 
All of these programs are being tele- 
cast in prime evening time. 

I mention these specific series, be- 
cause they are so pertinent to your ar- 



; 
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tide. Each of our stations has simi- 
lar projects. For example, there is 
the Yale Reports series telecast by 
WNHC-TV and aired on the ABC TV 
Network. 

We were also shut out on that spe- 
cial box titled "Look Who's Buying 
Local TV," even though The Russian 
Revolution and The Secret Life of 
Adolph Hitler were both sponsored 
here at WFIL-TV, the former by the 
California Oil Co., the latter by Mc- 
Cafferty Ford. WNBF-TV, Bingham- 
ton, N. Y., and WLYH-TV, Lebanon- 
Lancaster, Pa., have also sponsored 
these programs. 

I hope that in future articles we will 
have the opportunity to tell you what 
we are doing on the subjects you are 
surveying. 

Jack Hyland 
pub. dir. 

Triangle Stations 
Philadelphia 

Head-standing record 

| I just had to take time out to thank 
ij you for the wonderful article that ap- 
[ peared in your great magazine recent- 
K ly ("Dig That Upside-Down Beat," 
I sponsor, 20 February) . I received 
I terrific comments, which shows that 
I your magazine really has readership. 
I I have been a reader for many years. 

I notice that you are celebrating 
| Sponsor's 13th birthday. This is 
■ about the same time we opened 
| WCCC. I don't think any man has 
enjoyed being in the broadcasting 
business as much as I have. As a 
sponsor, broadcaster and retailer, I 
have been a beneficiary of a great 
way of life in our country. 

Standing on my head, during 40 
J years in retailing, 12 years in radio 
land 35 years as a sponsor (never be- 
ting off the air), is a record that has 
Igiven me great privileges and many 
[benefits, one of which I am about to 
] enjoy — a trip around the world, while 
my store is being remodeled. 

Before I go, I am sending you one 
[of my prize trophies. This trophy has 
Ibeen presented to some of the great 
leaders of our business, as well as 
our community. I want you to have 
it because I believe that your leader- 
jship in SPONSOR has done a great job 
for our industry. 

William M. Savitt 
pres. 

Savitt, Inc. (Jewelers) 
New Haven, Conn. 
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For its audience, a new, refreshing sound . . . the best in 
popular music and news features, intelligently packaged 
in KBIG's distinctive "FRESH AIR" programming. 
For its advertisers, king-size coverage of receptive listeners 
in 234 communities of all 8 Southern California counties . . . 
at 71% less average cost than other high-power stations. 

The sales significance of "FRESH AIR dc monstrated 
in a new 10 minute presentation. A rail to your KBIG 
or Weed representative will bring it *o >our desk promptly! 



I 




Radio Catalina ...740 kc/ 10.000 watts 

JOHN POOLE BROADCASTING COMPANY, INC., 

6540 Sunset Blvd.. Los Angeles 28. Calif. • Hollywood 3-3205 

NATIONAL REPRESENT VTIVE: WEED RADIO CORP. 



Have you 
heard 
ab out 



Florence ? 



She's a daughter of the new South. Bright. Alert. 

Wholesome. Symbol of a unique market in South Carolina, 
where marketers (who see through the fallacy 

of rigid buying based on Standard Metropolitan 
Areas) find an agricultural-industrial market of 

215,000 tv homes, effectively covered by one static 




^WBTW 

Florence, South Carolina 

Channel 8 • Maximum power 
_ • Maximum value 

f-A • Represented nationally 

IS by CBS Tv Spot Sales 

\ 



A Jefferson Standard station affiliated with 
WBT and VVBTV, Charlotte, N. C. 
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Howard J. Morgens 
PROCTER & GAMBLE 




SOAPS: 




MOST POWERFUL FORCE 
ON MADISON AVENUE 

P&G started it — this game of follow the leader; 
Jflow it has spread like a virus through every ad agency 

There is no doubt that the three big soap companies 
ilominate Madison Ave. Good? Bad? Fact is, it works 



No rich uncle ever dominated a household more thoroughly 
han the big three soap companies do Madison Avenue. The in- 
luence of Procter & Gamble, Colgate-Palmolive and Lever Bros, 
—especially P&G — is impressive, not only in their own agencies, 
ut in many agencies that have never had a soap account. 
It is not surprising, since this trio of giants together are doing 
gross annual business that is reaching towards the $3 billion 
lark, and nothing impresses like success. At the same time, 
re same three colossi are billing in the neighborhood of $240 
lillion for advertising (between 80% and 95% of this in air 
ledia — largely tv) ; agencies have reason to stand in awe. 



BIG THREE: These men guide 
the giant soap industry that 
controls some $240 million ad billings 



E. II. Little 
COLGATE-PALMOLIVE 




H. M. Schachte 
LEVER BROS. 
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i-m tin,: -trateuii— . ad\ erti*- 
i linl-imcl I'edta formula* of 
I - i- wati Inn I b\ jur-t about 
ti\ manufacturer, regardle.-s of 
I i dint, and copied whenever pos- 
sible. 

" \> P\G him'-, mi goes the nation." 
«m adman t < > I c 1 M'O^OK. With the 
lari;c.-t sales volume of all (about 
?].2 billion last \ear) and the big- 
gest ad budget I about S100 million), 
thic company ha? become the bell- 
wether of the advertising industry. 
It hasn't asked for this role, indeed 
it feel* self-conscious about it. But 
it can't escape it. 

"Almost every packaged goods 
manufacturer wants to be like PS.G." 
another adman said to SPONSOR, '"but 
thev just don't have the guts to fol- 



low through. They study the PS.G 
advertising formula, follow it part 
of the way and then 'chicken out' at 
the crucial phase. It's a pretty rare 
advertiser who has the courage — or 
often the money — to give a new- 
product four vears to get in the black 
and never cut back a nickel on the 
advertising budget that was initially 
prescribed." 

Colgate-Palmolive and Lever Bros, 
(with annual ad budgets of about 
S75 million and S65 million respec- 
tively) are two companies which 
match P&G in such courage. They 
have to, for they are playing in the 
same league with P&G. But their 
antes in this big-stakes game are 
naturally a bit smaller. Both are 
more likelv to sail with a two-vear 



"pay-out" period than a four-year 
one to prove a new product. 

This '"pa} - out," which will be dis- 
cussed here later, is just one of many 
standard practices among the big 
three soaps that have influenced ad 
agencies and clients in other fields. 
SPONSOR talked to a number of ad- 
men, asked what other practices and 
formulas of the soaps have made 
their force felt on Madison Avenue, 
how they have made this force felt 
in their own agencies, what effects 
it has on media and general crea- 
tivity, and whether these effects are 
good or bad? 

That it has an effect goes without 
saying, and nowhere is it more no- 
ticeable than in an ad agency that 
has a P&G, Colgate or Lever product 



Jill H 



HOW SOAPS ARE SPREAD THROUGH AGENCIES 



PROCTER & 
GAMBLE 



COLGATE- 
PALMOLIVE 



LEVER 
BROS. 



Leo Burnett 


Ted Bates 


J. Walter Thompson 


Benton & Bowles 


McCann-Erickson 


Needham, Louis 
& Brorby 


Compton 


Lennen & Newell 


Young & Rubicam 
D-F-S 


Street & Finney 


Ogilvy, Benson 
& Mather 


Cunningham & Walsh 

D'Arcy Advertising 

. Norman, Craig 
& Kummel 


Foote, Cone & Belding 
BBDO 


Tatham-Laird 


Grey Advertising 


Honig, Cooper 


SSC&B 


Gardner 


Charles W. Hoyt 


Kenyon & Eckhardt 
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as an account. The formulas and 
standards that the soap client insists 
the agency use for its product are so 
pat, clear-cut and successful, that 
before long the agency is applying 
the soap yardstick to ad campaigns 
for many of its other packaged goods 
accounts. 

"Don't ever underestimate the 
dominant role that a soap account 
plays in its agency's over-all ad 
strategy," said an agencyman. "Even 
if they wanted to, they couldn't keep 
some of the soap-selling techniques 
from rubbing off. Once an agency 
sets up to conform to a soap account's 
requirements, other kinds of products 
often can benefit from the same ma- 
chinery." 

Take media research, for example. 
An agency with a strong research de- 
partment pitching a soap account 
may find that its research is a big 
factor in clinching the account. If, 
however, the agency's research de- 
partment is not one of its strong 
points, but should get the soap ac- 
count anyway, it will have a power- 
house of research shortly. 

On one hand, it may seem strange 
that a soap account could dominate an 
agency. "When you take an annual 
budget of about $75 million," an 
agency exec said, "it does sound im- 
pressive. But then divide it up among 
seven or eight agencies as the soaps 
do, and you begin to wonder why 
some of these splinters that are rela- 
tively small should dominate an 
agency. I'm sure that at JWT, Ford 
dominates more than Lever." 

But usually it is the soap that in- 
fluences its agency most. Many an 
agency doing a substantial volume of 
business in accounts other than soaps 
will all but turn handsprings to get 
a soap account in the house. 

And a soap account moving into 
even a major agency can change its 
profile considerably. It has happened 
before; it will happen again. 

In 1957, the Association of Amer- 
ican Soap & Glycerine Producers re- 
ports that soap and synthetic deter- 
gent sales reached an all-time peak — ■ 
4269,877,000 pounds. Add to this 
the weight of the margarines, food 
products, dentifrices, cleaners, paper 
supplies and other diversifications of 
the three big soap companies and it 
becomes clear why any agency is im- 




NEIL McELROY, former P&G head, was in- 
strumental in setting up ad strategy for soaps 



pressed, particularly one that is in- 
volved or hopes to be. 

Still another example of the soap 
companies' influence on their agen- 
cies is the fact pointed out by one 
adman, that most of the big agencies 
with soap accounts in the house are 
headed by executives who came up 
through the soap business: Barton 
Cummings, president of Compton, 
and Robert Lusk, president of Ben- 
ton & Bowles, to mention just two. 
Even some agencies without one of 
the big three soaps as a client still 
have a former soap adman at the 
top; William Esty Go's chairman, 
James Houlahan, was once with Lever 
Bros. 

Any tenets learned at the knee of 
a P&G, Colgate or Lever are sound 
ones — they are the ultimate refine- 
ment of the packaged goods concept 
of advertising. Thus the formulas 
pioneered by P&G (they reached their 
inflexible patterns back in the days 
when Neil McElroy headed the P&G 
products division, have lost none of 
that rigidity since) have considerable 
influence today on practically all food 
and drug advertising. In fact, P&G 
uses the identical formula to sell its 
Duncan Hines cake mix or Jif Peanut 
Spread or its line of paper products 
as it uses for Ivory Soap or Crest. It 
looks for the same kind of station 
line-ups, ratings. cost-per-1.000's. 
commercial copy approaches. The 
system never deviates; it has worked 
too well for too long. 

Of course, this devotion to the sys- 
tem has brought some criticism — 
not because of the job it has done for 
the soap companies but for what they 
think it has done to some agencies 
and some admen. 



"1 can't help but feel that the P&G 
influence is all but destroying mar- 
keting and creative advertising," one 
adman remarked. 

"A soap compan)," another told 
SPONSOR, "can take on a new agency 
because the agency is noted for its 
creativity. By the time the soap 
client has reshaped the agency to fit 
its formulas, the agencv has stopped 
being creative." 

The same thing can happen to an 
adman. "I remember a guy I used 
to work with," an agency executive 
recalls. "He was creative as hell. 
Then he spent several years on a 
soap account, and that did it. He 
ran completely dry r on ideas. And 
he never picked up again either, even 
after he left the soap field. 

"I guess his brand of creativity 
just wasn't for the soaps. But," he 
went on. "I will say this: the adman 
who can he creative within the frame- 
work of the soap formula has it 
made!" 

WTiat are some of the pieces that 
make up this mysterious "soap form- 
ula"? In the first place, the soap 
companies resent the term "formula." 
They may have a point. The care 
with which they make a media buy 
is the same kind of care they devote 
to turning out the best product pos- 
sible. They never make a move in 
haste. Their aims are simple and 
direct: their approach to achieving 
these aims are simple and honest. In 
fact it mav be that this very sim- 
plicity is what confuses the advertis- 
ing fraternity into suspecting some 
complicated mumbo jumbo. 

The aims of P&G. Colgate and 
Lexer are basically these: (1) Create 
a good brand. (2) Get distribution. 

(3) Get facing on dealers' shelves. 

(4) Get word to the people. 

The advertising formulas they have 
developed to help gain these ends in- 
clude: 

• The "pay-out." When a new 
product is readv for market, the client 
and agency project i on the basis of 
voluminous research) how long and 
how much they will advertise to put 
the product over. In the case of P&G, 
it is often figured on the basis of a 
four-year campaign. The agency 
plans board comes up with a budget 
recommendation informing the client 
{Please turn to page 68) 
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GOLD MEDAL AWARD, first to be made by RTES, goes from club Pres. FranV Pellegrin (I), to Brig. Gen. David Sarnoff, RCA board chmn. 



Gen. Sarnoff keys PTES' 20th year 



^ New York's Radio & Tv Executives Society marks 
two decades, gives 1st Gold Medal award to Gen. Sarnoff 

^ RCA chief appraises tv's present problems, future 
hopes; suggests annual program conference for quality 



thousand leader? in advertising, 
tv and radio met in New York last 
u k to mark the 20th anniversary 
{ the Radio & Television Executives 
■^xicU and to honor Brig. Gen. Da- 
5 arnofT. RCA board chairman 
p ent of the club's first Gold 
1 vard. 

! r President Frank Pellegin. 
tn the award and the intro- 



duction of General Sarnoff as the key- 
note speaker, commended him for his 
"outstanding achievement in broad- 
casting" and for "contributing more 
than any other individual to the 
growth and development of the radio, 
television and electronics industries" 
because of his "vision and energy." 

New facets of this "vision" came 
to light as General Sarnoff traced 



"Broadcasting, the Course Ahead" 
for his black-tie. dinner-dance audi- 
ence at the Waldorf Hotel. Most of 
his audience was comprised of pro- 
fessionals in advertising, though there 
were many distinguished guests from 
other fields. 

These tv-minded advertising execu- 
tives were more than usually atten- 
tive to the speaker's words because 
they were his first public statement on 
the major issues of television which 
have come into the spotlight since the 
initial quiz show ruckus. 

General Sarnoff. as a long-time 
broadcaster, communications pioneer 
and mentor of NBC, referred to the 
quiz and payola situations as "shabby 
practices" after breaking his silence 
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because of "events and proposals that 
threaten to make more remote, or 
even to blot out. the most promising 
of (broadcasting's unlimited) hori- 
zons." His fear: That there "is a 
widening gulf of misunderstanding 
and mistrust." 

The solution he proposed: That an 
industry organization "sponsor an 
annual conference, with the purpose 
of analyzing the role of television in 
all of its aspects in American life." 
He recommended that leaders in all 
areas of "thought and endeavor — gov- 
ernment, religion, education, busi- 
ness, labor, advertising and publish- 
ing — meet in an appropriately clois- 
tered atmosphere." Their aims: "Ex- 
change views face to face, seek new 
ideas from each other, clarify mis- 
understandings, explore new uses of 
the specialized services.'' 

This group, working together with 
broadcasters, could help meet some of 
the "demands"' of today, he said. The 
"primary demands of the hour" num- 
ber three: "(1 1 to resist any form of 
direct or disguised censorship; (2) 
to defend the freedom of broadcast 
communications won over 40 years: 
(3) to improve and diversify the 
quality of the mass appeal program 
I service." 

The RCA board chairman showed 
considerable concern in his state- 
ments about the hotly debated issue 
of majority vs. minority appeal pro- 



graining in television. Charging that 
''an intellectual curtain is descending 
around the world of commercial tele- 
vision, because of a deep dissatisfac- 
tion with mass appeal programs,'' he 
went on to explain that selective view- 
ing must key all future programing. 

"Logic compels the industry to en- 
courage selectivity, for it is the only 
sound way to keep in constant move- 
ment the cycle of program improve- 
ment." But selective viewing, in his 
opinion, will never "give the minority 
a complete sense of fulfillment." 

General Sarnoff thinks the "tithe of 
freedom" for television must be "paid 
with improved program service and 
technological advances." In discuss- 
ing the latter, he made four specific 
predictions about the industry's fu- 
ture: 

1. "Man-made satellites will soon 
serve as mirror-in-the-sky relays for 
global television." Thus one of tv's 
"oldest dreams would be fulfilled: on- 
the-spot live coverage of events any- 
where in the world." 

2. "Automatic and instantaneous 
electronic translation techniques are 
being devised, which will enable the 
people of all nations to converse 
across the barriers of language." 

3. "Advances in basic circuitry 
and miniaturization will lead to tv 
receivers small enough to be carried 
in a man's shirt pocket, and radios 
which look like a ball-point pen. 



4. " Improvements in transmitting 
techniques and the practical use of 
extremely high frequencies will en- 
able maximum utilization of the spec- 
trum." This will open the channels to 
more services appealing to minority 
tastes and interests. 

Despite what he termed "the ran- 
cor of recent events," he thinks 
broadcasters and "reasonable people 
in all walks of life" can find more 
areas of agreement than disagree- 
ment. 

This, he said, is because "Few, even 
among our most truculent opponents, 
would suggest that television he ahol- 
ished. No amount of temporary quiz 
tarnish can obscure its position as a 
remarkable new art. a totally unique 
form of communications with an un- 
paralleled capacity to please and — • 
above all — to capture and to hold the 
interest of an entire nation." 

He thinks, too, that "the record is 
now clear that the responsible men in 
this industry had no part of and never 
attempted to defend 'rigging' or 
'payola.' " 

In referring to the "broader indict- 
ment of television, that of its mass ap- 
peal program service." the RCA exec- 
utive said "this sooner or later will 
come into focus for thinking people 
as an indictment not just of tv but 
of the entire society of which it is a 
part." ^ 




THRONG OF 1,000 advertising, broadcast and civic leaders attend- 
ed formal dinner dance last week. Among them: Jim Gaines, pres.. 
I WOAI-TV, San Antonio; Bob Sarnoff, NBC pres., son of award winner 



JOVIAL GENERAL greeted hundreds of friends, business acquaint- 
ances at informal reception before and after formal dinner. John Daly, 
v.p., ABC, was emcee before double dais of distinguished ad people 
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YOUR SPOT AT A 



^ Here's a valuable 10-step explanation of exactly what is involved in getting 
^ Diary of a Lorillard spot at KMOX-TV shows complexities of job and need 




1 



RECEIPT OF ORDER from Lennen & Newell calls for confab between KMOX-TV executives 
(I to r) Grace Jean Beck in charge of traffic, operations director Norm Hayes and general 
sales manager Charles McAbee. New Lorillard schedule calls for Kent, Newport and Spring 
spots and late Sunday news show. Order involves product rotation, film, slides, live copy 




SCREENING AND CUEING. Condition of 
the film is checked, closing audio cue 
is noted on index card, closing video 
cue is marked on film for easy checking 




3 



RACK SLOTTING. After screening, Pete 
Klein, film dir. at KMOX-TV checks spon- 
sor number on leader, before plac- 
ing film in the station's film rack 



■ ew timebuyers, account or crea- 
the men ever see the inner workings 
of the tv spot business — what goes 
<>n at a tv station from the time an 
' nJ r i' recehed until the spot gets 
ri t e air. 

I knowledge of this complex 
-in prove enormously valua- 
_ ncy or advertiser. As a 
its r< r'ers. SPONSOR recent- 
e nodern station, 



KMOX-TV, St. Louis, to trace in pic- 
ture story form the steps that are 
needed to get a single spot for a well- 
known national advertiser on the air. 

As you read this diary of a P. 
Lorillard spot, ordered and prepared 
by Lennen & Newell, you will under- 
stand why it is so important for the 
agency to provide early delivery of 
spots, clear, understandable instruc- 
tions on product rotation, as well as 



clear labeling, identification and copy 
instructions for all spot announce- 
ments. 

Procedures followed at KMOX-TV 
are typical of the protective machin- 
ery provided by modern tv stations 
but, of course, details of this ma- 
chinery will differ. 

Here's what happened at KMOX- 
TV when Lorillard, through L&N, 
ordered an evening spot schedule and 



SPONSOR • 19 MARCH 1960 



TV STATION 

your spots on the air 
for agency cooperation 




INDEX CARD FILE. Index card for each 
film is placed in "visible" file. Copies 
of these index cards go to station opera- 
tions department for cross reference 




5 



SCHEDULING IN LOG. Agency instruc- 
tions are entered in a three-ring binder. 
This is the first step in the painstaking 
and detailed process of station logging 



a late Sunday news show in which 
the cigarette company would rotate 
three products — Kent, Newport and 
Spring. 

Request from Lennen & Newell was 
forwarded from CBS Television Spot 
Sales to general sales manager 
Charles McAbee. Traffic department's 
Grace Jean Beck checked availabili- 
ties. When these were confirmed by 
the agency, film, slides, live copy and 




6 



'DUMMY' AND 'ADVANCE* LOGS. Asst. Kathy Steinkamp makes up "dummy" log two 
days ahead of broadcast. From this she prepares "advance" log which goes to opera- 
tions, continuity and film room at noon of day preceding one on which spot is to run. 
Advance log serves to alert film room to get spots out of rack for broadcast use 




7 



LIVE COPY HANDLING. Continuity director Dorothy Godfrey uses "advance" log as 
she enters all live copy in "continuity book." The continuity book goes out twice daily 
to six locations within the station: directors, projection room, announcer's control 
booth, film room, transcription department (in case of e.t.'s) and master control 



8 COMPLETED DAILY 
LOG goes out at 4:30 
p.m. of the day pre- 
ceding the broadcast. 
Here, Johnalin Nix and oper- 
ations director Norm Hayes 
give daily log a final check 
against index file, instruction 
book and "advance" log. 
When checking is completed, 
the daily log is memeo- 
graphed for distribution to 
18 departments and approxi- 
mately 50 people at KMOX-TV 




instructions for product rotation and 
scheduling were mailed from the 
ageno to operations director Nor- 
man 1 lines. 

lie sends film and slides plus copy 
of a{icnic\"s letter of instruction to 
film director Pete Klein. Receipt of 
spots in film room calls for two im- 
mediate steps: A receipt for the films 
is t\ped out (a cop\ goes back to 
operations). Then, an index card is 
prepared for each film. A copy of 
this will also go to operations, but in 
order to prepare it. these steps come 
first : 

Condition of films are checked on 
a projection machine. Closing audio 
cue (last words of commercial) is put 
on index card. Closing video cue is 
put on each film fa warning mark for 
projectionist), and the films go to the 
film rack. 

As each spot is put to bed in one 
of 2,374 steel "pigeon holes," the 



9 



FINAL CHECK, given on morning of 
broadcast, shows Lorillard spots on film 
chart with other spots to be aired after 
4 p.m. Kathy Steinkamp checks leader 




10 



THREADING UP first Lorillard spot 
in new schedule is done by Don 
Rockwell, engineer. After airing, 
films are sent back to the film room 




sponsor code number on its leader is 
checked against the number on its in- 
dex card (SP-101-20 identifies a 
Spring cigarette spot). 

Then the index cards go into a 
*'\ isible" file. In addition to closing 
audio cue and sponsor code number, 
each card contains a house number 
for file room reference, visual and 
audio length of film, product, spon- 
sor, date received (and a space for 
the date it will be returned or de- 
stroyed). When the index cards are 
completed, copies go to operations di- 
rector Norm Hayes. 

Meanwhile, operations is getting 
the spots scheduled in the daily log — 
technical run-down that goes to 18 
departments. It contains complete 
audio and video instructions for 
every film, slide or studio (live) an- 
nouncement scheduled each day. 

Basis of the information in the 
daily log is a three-ring instruction 
book (each page of which has full in- 
structions for each film, listed by 
sponsor code number) and an alpha- 
betical index file with scheduling in- 
formation for each film. The Loril- 
lard spots must get into both the 
three-ring book and the index file in 
operations. Then they can be entered 
in the "dummy" and "advance" logs. 

The "dummy" log is made up two 
days in advance of the schedule by 
Hayes' assistant, Kathy Steinkamp. 
It is the log she will work from the 
next day to prepare the "advance" 
log for use of three departments only: 
operations, continuity (for schedul- 
ing live announcements) and the film 
room. It goes out at noon. 

The "advance" log enables the film 
room to get the spots out of the rack 
for use on the air the following 
evening. Continuity department uses 
the "advance" log to get all live copy 
into a "continuity book" which con- 
tinuity director Dorothy Godfrey 
sends out twice a day (covering the 
two halves of the broadcast day). 

"Continuity book" goes to six pro- 
duction locations. (Live copy in open- 
ing and closing billboard of Loril- 
lard s Sunday news show will go out 
in Friday's weekend log.) 

When the "continuity book" is re- 
ceived in the film room, Dorothy 
Marbeck double-checks sponsor code 
number with copy sheet number to 
see that slide and copy match. 



With slides and film ready in the 
film room, the completed daily log is 
being double-checked in operations. 
The completed daily log is mimeo- 
graphed and sent out at 4:30 p.m. 

Xext morning, Kathy Steinkamp 
goes to the film room. By now, the 
Lorillard spots are on the film cart 
with other spot and program reels to 
be aired after 4 p.m. that day. She 
checks the sponsor code number on 
each film leader against the number 
on the daily log. Then the film cart 
goes to the telecine (projection) 
room. (The cart makes two trips each 
day; trip for film on the air up to 4 
p.m. was made the night before.) 

Thus, two days after receipt, the 
new Lorillard evening spot schedule 
is on the air. Next day. cart goes 
back to film room. "Advance" log 
for the following day indicates which 
Lorillard spots will be used the next 
evening. Those remain on the cart. 
Others go back to film rack. And the 
new Lorillard schedule becomes part 
of an interlocking system of many 
departments at the station. 

For agencymen who want to ab- 
sorb a station's system into the blood- 
stream of their own way of doing 
things, here are some tips from 
KMOX-TV: 

• Film delivery. Send it in plenty 
of time fat least 48 hours) to get full 
advantage of all protective measures 
at the station (screening, etc.). Take 
flying time and weather into consid- 
eration. Be sure you know who gets 
what at the station (at KMOX-TV 
film, copy and instructions all go to 
operations) . 

• Rotation of films. Make sure all 
films for rotation are shipped, so 
schedules start off as desired. 

• Disposition of old films. In in- 
structions for new films indicate 
whether old films should be destroyed 
or returned. The more they hang 
around, the greater the chance for 
error. KMOX-TV's film department 
sends out quarterly postcards to agen- 
cies asking for instructions on dispo- 
sition of film. 

• Code numbers. Make sure code 
number on film is consistent with 
code number in your instructions. 
Advise film lab to make sure code 
numbers contain all information. ^ 
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HARDLY A CHANCE to catch his breath, a.e. Irving Gliclc gets sales reports from one market while setting up tv buy for entry into new areas 



TV WHIZ— KIDS' HOBBY KITS 



+ ITC Model Craft puts 98% of budget into spot tv, 
sells more than 1,000,00 hobby kits in six weeks 

^ Results of four-day New York test show in 15 new 
markets; factory works around clock to fill orders 



lEvery now and then it happens. 
Success overwhelms you. 

When ITC Model Craft, the hobby 
division of Ideal Toy Corp. was 
ready to launch its Dog Champions, 
a series of scale-model dog kits, Irv- 
ing Glick, account executive and 
partner at Atlantic/Bernstein, the 
hobby kit's agency, suggested spot tv. 

It was a new idea. Toys and games 
had certainly proven spot tv's poten- 
tial, but as far as Glick and media 
buyer Sylvester Bernstein remember, 



this was to mark the first time the 
medium would be used to sell a hob- 
by kit. The agency men huddled with 
Gene Belinski. sales manager of ITC 
Model Craft, and Mel Helitzer, direc- 
tor of advertising and public relations 
for Ideal Toy. Out of this meeting 
came the decision to sink a whop- 
ping 98% of the budget in spot tv. 
Within six weeks of the start of the 
campaign, ITC Model Craft had sold 
more than 1,000,000 kits. 

The success of the drive was stag- 



gering. Though it generally takes 
from two to three weeks to get a 
new product off the ground, within 
four days ITC Model Craft was 
flooded with frantic calls from job- 
bers for more Dog Champions. The 
factory had to be put on an around- 
the-clock work schedule in order to 
fill the demand. After entry into 
New York, new markets were opened 
in Philadelphia, Chicago, Atlanta, 
and Los Angeles as fast as produc- 
tion would permit. Following these, 
spot tv cracked open Boston. Cleve- 
land, Dallas, Detroit, Hartford-New 
Haven, Miami, Minneapolis, New 
Orleans. Pittsburgh, Portland, Me., 
and San Francisco. And sales are 
snowballing. At presstinie a report 
just in showed figures spiraling up- 
wards. 

Happy times for the hobby kit be- 
gan in New York, where a test cam- 
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luiium JU'tl 1 January 
\ stiate;_i-t- called foi 
Im-tnia- introduction in 
. i i.ipttali/e on the choicer 

i ( 1 1 i- .ivaihible oiiee the holi- 
i -( ii had ended. They al.-o rea- 

. in d that mam children would now 
Ium' llicir own money to spend a* a 
u -ull of Christmas gifts and would 
tin refine respond to an appeal made 
directly to tliem while they were finan- 
eialh aide to make the purchase. 

\l~o. >ince this was a new product, 
1 TC wanted to make sure that the kit 
wouldn't get lost in the profusion of 
toy- and games which vie for pre- 
(Christmas kiddie attention. Finally, 
hubby kits are cold-weather sellers as 
a rule. They're made and used in- 
doors, save for the motorized kits 
which have all-weather appeal. Jan- 
uary therefore loomed as the ideal 
time for Dog Champions to make its 
market debut. 

Before airing the campaign, the 
agencv sent out letters alerting job- 
bers, distributors and retailers about 
the hobby kit, and the plans for a 
strong tv push. Reaction was good; 
everyone approved of the plans, but 
distribution was spotty. Still, enough 



-tores .-tucked the kit for the agency 
to act. The} sent out a team of men 
to spot check the age of kit customers. 
Results showed that the kit bad a 
wide-range appeal, was being pur- 
chased by children between the ages 
of five and 14. 

Since 1TC Model Craft wanted to 
reach all children who were potential 
customers, the company decided to 
use this study as the cornerstone of 
their tv buy — a flight of 78 spots over 
a six-week period (13 per week) on 
WP1X-TV. The spots were sched- 
uled on children's shows with diver- 
sified appeal on a seven-day-a-week 
basis. On weekdays the announce- 
ments ran on Bozo the Clown, 5-5:30 
p.m.; Abbott and Costello and 
Sheena, 4:30-5 p.m., with a 6:30 p.m. 
adjacency to Popeye. On Saturdays 
spots were aired on Laurel and 
Hardy, 5-6 p.m., and Jeff's Collie, 
6-6:30 p.m. Completing the coverage 
were spots on Casey Jones, Sundays, 
6-6:30 p.m. The schedule was sup- 
plemented with spots on WNEW-TV 
and a full-page, two-color ad in Boy's 
Life magazine. 

The commercial consists of a two- 
character (one boy, one dog), one- 



minute film, made by Andre DuRona 
(New York) and developed from an 
agency stor\ board after a slight snag 
in casting plans. 

For the Boy's Life ad and other 
promotional material the agency had 
used a German Shepherd named 
"Tassie" as the clog model. However 
when Glick was ready to begin the 
actual shooting of the commercial, 
"Tassie" who has appeared on post- 
ers for the Second Sight Guide-Dog 
Foundation for the Blind was busy 
elsewhere raising money for the foun- 
dation. The agency did not wish to ' 
change the association already estab- 
lished between the kit model and that 
particular dog, so Glick had to find 
another German Shepherd who looked 
like "Tassie" to play the role. After 
some scouting around he located a 
professionally trained dog who looked 
enough like "Tassie" to play as her 
double. 

The commercial counts heavily 



the natural dog-loving instincts 



on 
of 



youngsters. The film opens with an 
action shot of the lively German 
Shepherd out for a romp. Since 
nothing quickens the heart of a dog 



PAINTING BY THE NUMBERS, this clip from tv spot shows youngster applying finishing touches with kit-supplied paints to Champion 
German Shepherd as real dog watches. Commercial stresses authenticity, shows live dog with plastic model to demonstrate accuracy of kit replica 




lover as much as a live-action picture, 
the vigorous, bounding qualities of 
the dog are transferred to the kit 
replica via a dissolve showing a 
youngster as he applies the finishing 
touches to a life-like Dog Champion 
plastic model. Comparison is further 
driven home by the announcer who 
says. "He's so lively-looking, so eager 
to be loved, you almost want to take 
him out for a romp." As the child 
works on the model, he is watched 
by the live counterpart, the same dog 
pictured in the first sequence. 
Throughout the film, wherever pos- 
sible, sequences showing the particu- 
lar breed are used to demonstrate the 
accuracy of the kit model. Also as 
Irving Glick points out, ''Classically, 
there are three things that help you 
sell — animals, babies and pretty 
women. For us. the choice was 
obvious." 

The spot stresses authenticity and 
ease of construction. It is pointed 
out that each dog is a champion, 
"bright-eyed and alert . . . see how 
proudly he carries himself." This 
concept is reinforced pictorially by a 
blue ribbon emblem, with the name 
of the breed and the word champion 
on it. There are 10 models shown, 
all sculpted to scale and in propor- 
tion to each other. Each kit contains 
one dog. ITC Model Craft uses these 
commercials not just to make one 
sale, but to interest the child in col- 
lecting the entire series. 

Wherever possible Dog Champions 
has tried to buy on shows with "live" 
m.c.'s. "We've gotten great assists." 
says Glick. "from people like Bill 
Britton, Bozo the Clown." Bozo has 
had live dogs on his show and a 
display background of the kits. He's 
also stimulated viewer interest in the 
spot with introductory commentary 
and build-up. 

The spots are now running and 
will probably continue well into the 
spring. Plans for next season are 
still in the formative stage, but indi- 
cations are that this time there will 
be a big Christmas push, via spot tv. 

Summing up agency and client 
feeling, Irving Glick avows that 
"spot tv was the ideal medium to 
demonstrate our product. The im- 
pact and results were immediate: 
the campaign has been a fantastic 
success." ^ 
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HIGHLIGHTS OF NEW CBS 
TV COMMERCIALS RULES 

Last week CBS TV announced new, stricter rules on tv commercials 
which startled many industry observers. Here arc highlights of new 
regulations which will be effective on all shows by 15 September. 



.1.11 



I. POSITIONING OF COMMERCIALS 

1. QUARTER HOUR ENTERTAINMENT PROGRAMS. Maximum of 
three commercial positions (plus billboards) with only two interruptions of 
main entertainment portion. One interruption for news shows. 



2. HALF HOUR NIGHT ENTERTAINMENT PROGRAMS. Three com- 
mercial positions (plus billboards) . no more than two program interruptions 



3. HOUR NIGHT ENTERTAINMENT PROGRAMS. Six commercial 
positions with no more than five interruptions of main entertainment portion 
of program (four interruptions for news shoics) 



4. PIGGYBACKS. Maximum of four product commercials on 15 min. or 
30 min. shows. Break between piggybacked shots counts as commercial time 



5. ALTERNATE SPONSORS who plan to use piggybacks must get per- 
mission of major sponsor and total allowable commercials must not be exceeded 

II. COMMERCIAL STANDARDS 

1. NEWS PROGRAMS have stricter standards than others. News an- 
nouncers limited to mentioning name of sponsor or product, but not both 



2. COLD, HEADACHE REMEDIES, ANTACIDS must emphasize pleas- 
ant after-effects, not s)7nptoms. Charts must be used with extreme restraint 



3. FOUNDATION GARMENTS. Use of live models is taboo unless 
fully clothed. Product demonstrations should stress fabric, design, durability 



4. FOOT REMEDIES. No unpleasant shots or references to foot disorders, 
and no visual shots of feet, or detailed schematic dratvings in demonstrations 



5. OTHER PERSONAL PRODUCTS. No negative or scare copy, no 
visual devices depicting bodily functions, pain, discomfort or unwanted hair 



msiir 
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J 3 WHO ON MOTOR CITY'S 
lOADCAST ADVERTISING ROW? 



are the 2,"> admen Detroit picked as stand-outs in SPONSOR'S poll of the 
In -1-knoM n. most influential men in that city's tv. radio and advertising professions 



;1 




FRED W. ADAMS has direct- 
ed Rambler's advertising, mer- 
chandising since Nash-Hudson 
m rger n '55. In this time, 
Amencan Motors moved from 
I2tn 10 3rd in car production, 
sales. In automotives since '41, 
he s former Packard ad mgr. 



JOHN R. BOWERS, ad man- 
ager, Ford Div., is responsible 
for Ford, Falcon, Thunderblrd 
campaigns. He's former v.p. at 
Broole, Smith, French & Dor- 
rance agency, Detroit, where he 
worled from '46 to '57. He's a 
graduate of Dartmouth, Tucl 




WILLIAM W. BRYAN, v.p. 
and general manager of the 
Detroit office of Peters, Griffin, 
Woodward station representa- 
tives, is one of the city's best 
Inown admen. He's been with 
Petry since 1 944, worled 10 
years on the Detroit Times 



CHARLES N. CAMPBELL is 

media director for consumer 
products and supervisor of 
broadcast at MacManus, John 
& Adams agency, which he 
joined in '5 1 as a timebuyer. 
He started his career at Camp- 
bell-Ewald after U. of Mich. 




WM. H CARTWRIGHT, 

Dotroit manager of Edward 
' ''i station representatives, 
K,^n with the company 
38, in Detroit since '39. 
't -6 in advertising 3 1 
s a radio buyer at 
^cjunlin agency 




WOODRUFF BOYD CROUSE 

h media coordinator for De- 
Soto and Valiant at BBDO, and 
ic.ount c-xec for the Valiant 
Adv. Assn in the Detroit re- 
gion. He's worked in sales at 
the Booth radio stations, on 
Chevrolet at Campbell-Ewald 




GABRIEL P. DYPE manages 
Blair-TV and Blair TV Assoc. A 
Detroit tv vet of 13 years, he 
was traffic manager of WWJ- 
TV (Detroit News station), ris- 
ing through local sales to as- 
sistant sales manager until join- 
ing the Blair organizations 




CHARLES D. FRITZ is man- 
ager of the John Blair Co. in 
Detroit, a post he's held since 
1952. He started as a radio 
salesman at WWJ after gradu- 
ation from the School of Busi- 
ness at the U. of Michigan in 
1949. He also worled at Kah 
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CARL GEORGI, JR., is v.p. 
and director of media atCamp- 
bell-Ewald agency. His previ- 
ous work: v.p. at D. P. Brother, 
agency (starting in '34), print- 
ing salesman, advertising spe- 
cialist with a manufacturer. 
He's in many professional clubs 




WORTH KRAMER, executive 
v.p. and general manager of 
WJR, is active in professional 
and civic groups at both local 
and national levels. He joined 
the station in '46 as program 
director after serving in the 
USN, got his present post in '57 




WALTER W. GROSS, direc- 
tor of network sales for NBC, 
began his ad career in Detroit 
with Oldsmobile 22 years ago. 
He's worked at Maxon and J. 
Walter Thompson agencies, 
with the latter on Ford. He 
opened the NBC office in '50 




HARRY R. LIPSON is v.p. of 
Storer Broadcasting and man- 
aging director of WJBK Radio. 
He started with both tv/radio 
stations as a salesman in 1948, 
and has a combined experience 
of 35 years in broadcast, news- 
paper and public relations 



LOUIS T. HAGOPIAN is di- 
rector of advertising, sales pro- 
motion for Chrysler's Plymouth 
Div. He's been in automotives 
since graduation from Michi- 
gan State, worked on Pontiac, 
Dodge before joining Plymouth 
three and a half years ago 




GERALD M. MILLAR is ad- 
vertising manager for General 
Motors' Buick and Opel, a post 
he took in '59 after being v.p. 
at Brooke, Smith, French & Dor- 
rance. A former timebuyer, 
he's a business graduate of the 
U. of Mich., a Navy veteran 




W. ELDON (HAP) HAZARD, 

v.p. of tv/radio for J. Walter 
Thompson, has been with the 
agency since 1954. He worked 
eight years at BBDO, N. Y., 
and as network sales manager 
for CBS, joining JWT after 
selling two Ford news programs 




WENDELL C.(PETE) MOORE 

a 17-year advertising and pub- 
lishing pro, is advertising and 
sales promotion director for 
Dodge cars and trucks. He's 
worked also at Grant and 
Campbell-Ewald agencies, is 
president of the Adcraft Club 
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i hese men were among those 

nominated by their colleagues as typical of 

Detroit's high calibre of 

advertising talent. They represent three 

sides of marketing-client, agency and media 




CALVIN A. NIXON, media 
buyer at Young & Rubicam for 
Chrysler and Imperial cars, has 
been with the agency since 
1955, working in all phases of 
media. He worked previously 
at BBDO, Detroit, as well as 
an advertising exec in industry 




BERNARD P. PEARSE, man- 
ager of Weed TV's local office, 
has held this post since 1947, 
becoming a v. p. in 1958. 
He was special events director 
for ABC TV network in New 
York and served in the Navy 
four years as a lieut. comdr. 



JOHN F. PIVAL, v.p. at 
WXYZ-TV, Detroit, has held 
this post since 1954. He has 
broad experience in theatrics, 
publicity, tv and radio, and 
helped launch careers of Danny 
Thomas and Joan Leslie. He's 
been with the station 13 years 




WILLIAM L. SNYDER, local 
manager of Harrington, Righter 
& Parsons, station representa- 
tives, worked for the same firm 
in Chicago and for NBC Spot 
Sales. He's a Butler U. gradu- 
ate and former space sales rep- 
resentative for Chicogo Tribune 



ROBERT L. (BUD) SWATS 
has managed the CBS TV De- 
troit office for three years. Be- 
fore that he worked *t NBC 
Chicago and managed its De- 
troit network radio office. He 
started in advertising at Black- 
ett-Sample-Hummert ad agency 




MAPOLD I. TANNER has 

be«i act *e in Detroit broad- 
csit c'rdes for more than 30 
1 Vs owner and general 
r cf V/LDM, city's first 
• t f-i station, gener- 
al 1 < 3 as one <-f t l e 

nai o i ng im fac lit es 




WATTS WACKER, v.p. and 
director of media at D. P. 
Brother agency, has worked 
there as assistant media direc- 
tor, time and space buyer. He 
has wide agency experience in 
Detroit, is a Northwestern U. 
graduate, a USN reserve officer 




EDWIN K. WHEELER, a na- 
tive of Detroit, is general man- 
ager of WWJ-AM-TV, with 
which he's been associated for 
22 years. He attended Wayne 
U. and the U. of Michigan, 
belongs to many civic, profes- 
sional and charitable groups 




JAMES L. WICHERT, direc- 
tor of DeSoto advertising and 
sales promotion for Chrysler 
Corp., has wide automotive ex- 
perience encompassing even 
parts and accessories sales. He 
went to work for DeSoto in '48, 
has won national recognition 
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BIPARTISAN taste for Vita herring is on the rise in Washington with help of radio campaign. In front of Vita-laden shelves, WTOP personality 
Marl Evans (e) tails over client's progress with distributor Nathan Freishtat and Giant Food Store (Silver Spring, Md.) mgr. Marcus Brooks 



Radio puts herring on U. S. tables 



^ Vita Foods finds spot radio, familiar personalities 
can sell the U. S. housewife an unfamiliar food product 

^ Success of Washington, D. C, campaign sparks 
push for more shelf space and wider distrihution 



I 



n the land of hot dogs and apple 
pie, the lowly herring is apt to come 
off second best. But Vita Food Prod- 
'Ucts saw no reason to let it go at 
that. 

Faced with the problem of convinc- 
ing housewives that a seafood deli- 
■cacy well known to a few was actually 
a good bet for every dinner table, 
Vita has been successfully increasing 
its distribution with spot radio. 

Vita launched its radio pitch over 
WTOP, Washington, three years ago. 
and has been on the station year- 
round ever since. 

"We're very pleased with the job 
radio has been doing for us in Wash- 
ington. D. C." says Vita v.p. Jesse 
Goodwin. ''Our distribution has 
widened, and sales are up. On the 
■strength of this we've added Chicago 



to our radio campaign, and if we get 
the same results there. Boston, Phila- 
delphia and Los Angeles are next. ' 

At WTOP Vita gets the full House- 
wives Protective League treatment 
from personality Mark Evans. A 
service of eight major-market CBS 
radio stations, HPL provides exten- 
sive merchandising-promotion aid be- 
yond delivery of commercials. 

Evans speaks for Vita three times 
a week during either of his daily 
shows (,11 a.m. -noon; 2:30-3 p.m.) 
on a rotation basis. Beyond that Ev- 
ans works closely with Vita's D. C. 
jobber, Namar Foods, to keep up on 
the product's needs. He distributes 
product samples during on-the-spot 
broadcasts from clients' plants and 
offices. He also makes store appear- 
ances during which he talks about the 



products and gives out more samples. 

"This kind of personal endorse- 
ment support, which radio can supply 
so effectively, both on and off the air, 
goes a long way toward breaking 
down barriers against an unfamiliar 
product," points out Herb Stiefel, 
exec. v.p. of Vita's agency, L. H. 
Hartman. "Another reason for ra- 
dio's increasing role in Vita's adver- 
tising is the greater frequency and 
deeper penetration it adds to our 
once-a-week newspaper ads. Also, the 
trade is enthusiastic about the influ- 
ence of radio personalities.'' 

At the beginning of this year, Vita 
added WWDC to its Washington sta- 
tion lineup, followed it with the move 
to Chicago a few weeks later where 
Paul Gibson, HPL director at WBRM. 
has taken up the Vita cause. He per- 
forms many of the service? that Evans 
carries out in D. C, adds a spectacu- 
lar touch by arriving for store ap- 
pearances in a helicop'er. Backed up 
with plenty of advance publicity, Gib- 
son alights in the supermarket park- 
ing lot and makes his triumphal 
march to the store amid hordes of 
(Please turn to jxige 68) 
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SPOT BUYS 



National and regional buys 
in work now or recently completed 



RADIO BUYS 



Best Foods Div. cf Corn Products Co., Inc., New York: New 
activity on Hellman's mayonnaise begins 4 April in roughly 40 mar- 
kets. Wednesday -Thursday- Friday schedules of day minutes and 
chainbreaks are being bought for six to eight weeks, heavy frequen- 
cies. Buyer: Dorothy Medanic. Agency: Dancer-Fitzgerald-Sample, 
New York. 

Bulova Watch Co., Inc., Flushing, N. Y. : The top markets are 
picking up schedules for its latest watch promotion. Campaign starts 
1 April for 13 weeks, resumes in the fall for 12 weeks. Daytime 
I.D.'s are being lined up. Buyer: Phil Stumbo. Agency: McCann- 
Erickson, New York. 

Pheiffers Food Products, Inc., Buffalo: Campaign for its salad 
dressing begins fourth week in March in the top markets. Day min- 
utes and chainbreaks run for 12 weeks. Buyer: Ted Wallower. 
Agency: BBDO. New York. 



Lanvin Parfums, Inc., New York: A two-week promotion starts 
late this month for its perfumes. About eight markets are getting 
schedules of prime time I.D.'s. Buyer: Beth Black. Agency: Cohen, 
Dowd & Aleshire, New York. 

C.H.P. Cigar Co., Inc., New York: Buying schedules in about nine 
markets for El Producto cigars, to start 27 March. Placements of 
night minutes and 20's around weekend sports shows wherever pos- 
sible, are for 26 weeks. Buyer: Len Ziegel. Agency: Compton Adv.. 
New York. 

Procter & Gamble Co., Cincinnati: Adding schedules in special 
promotion of New Premium Duz beginning this month. Day and 
night minutes are being set for 52 weeks. Buyer: Bill McGivney. 
Agency: Compton Adv., New York. 

Socony Mobile Oil Co., Inc., New York: Short-term schedubs 
start 25 March in about 100 markets for its gasolines and oils. Night- 
time minutes, chainbreaks and I.D.'s are being used, frequencies de- 
pending on market. Buyer: Joe Burbeck. Agency: Compton Adv., 
New York. 

Kayser-Roth Hosiery Co., Inc., New York: Going into selective 
markets with short runs for Mojud hosiery, in March and May. 
Schedules are for one and two weeks using day minutes, 10-12 spots 
per week per market. Buyer: Isabelle Stannard. Agency: Daniel & 
Charles, Inc., New York. 



TV BUYS 
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^^U/KE: WHAT'S THE BEST MAINE 
?robvem f) CHANNEL BUY IN I960F 






'ft 



Yfyencw and CCmfo agw 




Your Best Buy is AB I 



WABI-TV 

CHANNEL 5 



MEMBER OF THE 




HORACE A H!i.DRETH,PRES. 
WALTER L DICKSON, V. P. 



wabi^ 



BANGOR 



wagm tv 

PRESQUE ISLE 



wpor 

PORTLAND 
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petition for ad budgets stiffens, SPONSOR ASKS: 



/hat makes a good station 

trade ad? <parttwo> 




Why some station ads are effec- 
tive while others are not is dis- 
cussed by some top promotion 
men who analyze the basic com- 
ponents — theme, copy, layout 

William Hohmann, dir. sales promo- 
tion & research. (.11$ Television Spot Sales. 
Y. }•. 

Trade advertising is a physical ex- 
tension of a station, representative 



Keep it simple, 
and don't 
do too many 
things at 
one time 



firm or network. Frequently it is the 
only direct contact a station will have 
with its clients. As such, it is impera- 
tive that each advertisement be able 
to stand on its own two feet as a re- 
spectable representative of vour com- 
pany. 

Like any type of advertising, no 
hard and fast rules that will guaran- 
tee good trade advertising can be set 
down. Personal taste dictates what 
we indixiduallv will consider to be 
"good ' ads. However, certain basic 
qualities seem to be present in the 
majority of the better trade ads. 

1 he most important ingredient, it 
seems to ine. is to have something 
worthwhile to say. Each ad, or cam- 
paign, should have a specific purpose 
other than the obvious one of help- 
ing to sell \our station. It ma\ be as 
ethereal as building an "image"'' or as 
hard working as announcing an 
available program or a new antenna. 
Hii« lead« to the second point — 
> it simple. Don't try to do too 
thin"'- at one time. Short, brisk 
^•■ailed in one direction, is the 
' a professional. In other 
r t trv to build an image, 
lahility and announce a 
all i.i one advertisement, 
amount importance is the 



use of good design. You are far bet- 
ter off running one less ad or in one 
less publication than to scrimp on 
your art and production budget. This 
does not mean that it is necessary to 
buy "expensive" art work or hire a 
high priced art director. "Good" art 
work costs little more than "bad," and 
even the unpracticed eye recognizes 
an uncluttered layout in good taste. 

Finally, develop some kind of con- 
tinuity in your advertising. Sporadic 
hlasts are not nearly as effective as a 
continuing campaign that will accu- 
mulate audience as well as repeat your 
sales points over and over again. 
Many of us are hypocritically preach- 
ing continuity to our clients while not 
practicing it in our own advertising. 

Kenneth Mills, assoc. dir. research & 
promotion, The Katz Agency, Inc., X. Y. 

One of the big reasons for ineffec- 
tive advertising in the broadcasting 
trade press is that the originator has 
thought of the ad as an ad. He sud- 
denly remembers that he has hought 
space in Publication X. The dead- 
line is the day after tomorrow. There 
follows a frantic order to his promo- 
tion manager to '""write me an ad." 

The result, generally, is too much 
copy talking about too many different 
points, tossed together in a frenzy of 
hysteria, bearing no relation to the 
station's previous efforts, and even 
less to the station's real personality. 



Uniform copy, 
design impor- 
tant, even if 
you run only 
once a rear 



The first way, then, to start creat- 
ing effective trade advertising is to 
plan ahead. Know in what books 
you're going to run and when. Then 
write your copy pieces well in ad- 
vance — as a unified campaign. 

In so doing vou'll almost auto- 




matically achieve the second touch- 
stone of effective trade advertising: 
consistency. There will be a uni- 
formity in copy — and design — that is 
bound to achieve continuity of im- 
pression. 

This applies to all advertisers, re- 
gardless of frequency. Continuity of 
impression is equally important 
whether you run once a week, once a 
month, or once a year. 

Now for a few specifics . . . 

Copy — Keep it simple. Avoid bom- 
bast. Concentrate on one thought 
per ad. Settle on a headline that is 
arresting but pertinent. 

Layout — Think in terms of a uni- 
fied whole. Cut the number of ele- 
ments to a bare minimum. Lead the 
eye directly to the headline by mak- 
ing it the center of attention. Empha- 
size, in your signature, call letters 
and city name. Do a professional job 
of design, in terms of both tvpe and 
illustration. Be certain that the lat- 
ter, if used, is relevant to the copy 
theme ("illustrations per se are not in- 
dispensable: many great ads are 
straight type) . 

Production — Allocate a large 
enough budget. Money doesn't make 
bad advertising effective. Conversely 
lots of effective advertising has been 
low-budget. But don't tackle an idea 
if you're not prepared to give it the 
treatment it needs to come across as 
conceived. Otherwise, in a medium 
read by knowledgeable and sophisti- 
cated advertising people, face the fact 
that you've wasted your investment in 
space costs. 

John Owen, dir. sales promotion, Avery- 
Knodel, Inc., .Yeir York 

To be effective, an advertisement 
must first be believable. As funda- 
mental as this may sound, it would 
sometimes appear that this hasic re- 
quirement of effective broadcast sta- 
tion trade advertising eludes some 
stations' creative personnel. 

Believability builds confidence. 
Without confidence, a sale cannot be 
closed. The best-written selling copy 
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. . . the most professional art and de- 
sign . . . neither function fully when 
believabilit} is absent. 

There are a least three '"sins" of 
station ads which can sometimes be 
seen in any of the broadcast or gen- 
eral advertising papers. 



The basic 
requirement of 
effective 
advertising is 
believability 



The first of these "sins" is the use 
of outdated research — audience re- 
search, in particular. 

Not too long ago I had occasion to 
icome across two ads in the same is- 
Isue of a publication which had been 
|placed by two radio stations in one of 
lour largest markets. Both claimed 
■audience dominance. Both document- 
led the statement by quoting the same 
■audience research organization. One 
Istation, however, failed to point out 
■that its research had been superseded 
L?everal months ago by more up-to- 
(pate audience research — the kind 
buyers of time obviously have a right 
:o expect. 

The second "sin" against all-impor 
:ant believability hinges on lack o 
:raftsmanship — a seemingly unorgan 
zed presentation of a potpourri o 
ludience, market and facility data 
Xews — still one of the prime func 
lions of advertising and promotion— 
js absent. A selling story is not de- 
eloped. And the reader (buyer) is 
eft without confidence in the value 
f the market and/or station to his 
tdvertising plans. 

Finally, to be effective, copy must 
>e crystal clear, specific. Phrases 
uch as "By every measure, etc." and 
he like add nothing, usually detract, 
rom the effectiveness of trade paper 
dvertising. Keep the ad believable. 



rank Boehm, t'-P- research, promotion 
nd advertising, Adam Young, Inc., .Y. Y. 

Two essentials which come to mind 
re (1) the ad should reach the 
right people" and (2) leave them 
fell a favorable impression. 

Most often the advertiser 'agency 
roup represent the "right people' 
br a station ad to reach, but if 
udgets are limited, a careful selec- 
(Please turn to page 50) 




SAILE 

714,560 EYES and EARS 

In the Rich Rochester Area ! 



As every time buyer knows, you 
really don't buy time on TV; you 
buy EYES and EARS! 

We're very happy to tell you that, 
based on the latest Nielsen Report 
for the Rochester Area (November 
1959), Channel 10 focuses no less 
than 714,560 beautiful eyes on 
your sales message afternoons from 
noon to 6:00 P.M. — and an equal 
number of dainty and attentive ears! 

Based on the same Nielsen Report, 
Channel 10 focuses 689,040 eyes and 
ears on your sales message every 
evening, from 6:00 P.M. to Mid- 
night, seven days a week! 

In other words, Channel 10 offers 
you 56% of the TV viewers in the 
Rochester area, afternoons — and 
54% of the Rochester area viewers 
every evening! 

SO— if you want the majority of 
viewers and listeners in the Roch- 
ester area to see and hear about 
your product, your best buy, now 
as always, is Channel 10! 



■PI 




L, HO 



CHA 

ROCHESTER, N.Y. 

CBS BASIC (WVET-TV • WHEC-TV) ABC AFFILIATE 



THE BOILING CO, INC. NATIONAL REPRESENTATIVES EVERETT-McKINNEV INC. 
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oi ASKS 

'ran; />«£(.' 49,1 

l\ d \t- hide to use may l>e 
in order to pinpoint the 
u\< r. account executive, acl man- 
. etc. Once the publication is 
-elected, attention tnu?l be j)aid to acl 
-t/e and positioning. The trade 
paper's layout may re\eal copy ap- 
proaches which take advantage of 
"high traffic" positions. 

hi develo|)ing the acl. the use of 
color, bleed, and art work will be 
dictated by station objectives and 
budgets. Remember, though, that an 
intake of station creativity will not 
be achieved through an ad that looks 
amateurish. Just as repetition is nec- 
es.-an to broadcast advertising, so 
should each trade ad conve} one or 
two thoughts developed through suc- 
cessive ads. If an adequate campaign 
is planned, many sales points may be 
approached singly over the length of 
the campaign. 

Adam Young and Young Televi- 
sion offer consultation on station ad- 



1 



Ad should 
show the 
buyer how 
you can help 
him or client 



vertising as a regular service. We 
need not rely on our own knowledge, 
however, since we have as our adver- 
tising agency one of the leading crea- 
tive agencies in the radio/tv field — 
an agency which has helped to devel- 
op the image of the Storz stations, 
Corinthian stations, WMT, Cedar 
Rapids and many other successful 
broadcasters. 

Once an ad budget is allocated, the 
station should work closely with its 
national sales representative to de- 
velop the most efficient use of this 
medium to gain its objective of a 
better station image in the eyes of 
"the rijzht people." 

Donald C. Softness, promotion con- 
sultant, iXew York 

r " =am factors that make up a 
pit ad make a good 
J ad. only more so. The 
na-nn- are Refold; \\ you're 
i'd ii,: to nifil.- men. who are 
■rtising pros: 2t 



virtually every ad must compete for 
the same "audience" — timebuyers; 3) 
trade press readers are uurelaxed. 
they want to get something out of 
what they read. 



Relate ad's 




sales points 
to tcorkaday 
life of 
timebuyer 



Following are some of the compo- 
nent factors of a good trade ad : 

Catch their eye: You must make 
contact with your reader, or the best 
story in the world will go to waste. 
Do it with imaginative illustration, 
typography, layout or white space. 
(Or if you have a budget, size and 
color.) Intriguing illustrations are 
best bets. Don't picture towers, rat- 
ing books, etc. They're hackneyed to 
timebuyers. 

Hold their interest: You've got to 
keep their attention on the page until 
you make your impression. One of 
the best ways is to talk in terms of 
the buyer's interest — show 7 how 7 you 
can help him and/or his client. Re- 
late to his needs, wants and desires — 
in this case his compulsion to do a 
good job for the account. Don't brag 
and talk in self-oriented superlatives. 

Make a selling impression: You 
must instill desire to buy your station 
and the conviction that the reader is 
doing the best thing possible with his 
client's money. With good, selling 
copy, channel the buyer's motivations 
in terms of your station. Foment in- 
creased consciousness and familiarity 
with your call letters. Use slogans, 
logotypes and a campaign theme. 
Repetition is vital. Don't waste your 
money on one-shot ads. 

Make it believable: Not only must 
your ad be true, but it must be be- 
lievable. The fact that your facts 
are true and are presented in a ration- 
al manner does not assure belief. 
Avoid extreme or far-fetched conten- 
tions — such as, more quarter-hour 
wins during afternoon driving time 
on weekdays — even when its true. 
And, avoid wherever possihle using 
such superlatives as "first," "high- 
est," "most," etc. 

Promote memorability: An adver- 
tising impression, no matter how ef- 
fective at the moment of contact. 



cannot influence a later sale unless 
remembered. Your sales points should 
be related as much as possible to the 
workaday life of the timebuyer. Your 
approach should be so relevant to 
your station or specific time periods 
or programs for sale that the connec- 
tion is inescapable. Remember, there 
is no spontaneous recall — there must 
always be an association. The critical 
time is when the buyer is actually 
ready to alert stations. If you have 
done a good job in the ad of tying 
in with his need, he will remember 
vour storv. 



Gene Cioe, sales development director, 
Headley-Reed Co., New York 

I have reduced my personal list of 
rules for a good trade ad from an ir- 
reducible 10 points to five . . . 

1. Honesty 

2. Simplicity 

3. Brevity 

4. Interest 

5. Originality 

Honesty, to me, means the "bend- 
ing over backward kind" which, when 
adhered to over a period of time, au- 
tomatically builds respect for your 
property. 

Simplicity suggests clarity hut not 
a simple-minded approach. 

Brevity can increase readership, in- 
fluence people who are busy and 
open the door to further dialogue. 

Interest must be the "put yourself 
in the reader's place" kind of writing 
which may develop empathy that 
reaches beyond the cold eye. 

Originality means that you can for- 
get the rules in most cases and let 
your inspiration run. 



Honesty, 
simplicity, 
brevity, 
interest and 
originality 



If I must give up any of the rules 
listed here, I would go back to the 
first rule and use as many as I could, 
in descending order. 

I caution the reader that these are 
personal preferences and perhaps the 
most important rule of all is not to 
write rules for other people. ^ 
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THE PIEDMONT INDUSTRIAL CRESCENT 



the 




industry . . . 



creates buying power in the Piedmont Industrial Crescent ! 

The South's vast brick industry is another reason why WFMY-TV . . . 
located in the heart of the industrial Piedmont ... is the dominant selling influence 
in this $3,000,000,000 market. WFMY-TV serves . . . and sells in this heavy 

industrial 54-county area where 2,250,000 people live, work and buy. 




CHASTER 

SUISCK BE* 



Represented by Harrington, Righter and Parsons, Inc. 
New York, Chicago, San Francisco, Atlanta, Boston, Detro't 



uif my-tv 



•NOW IN OUR 11th YEAR OF SERVICE' 



GREENSBORO, N. C. 
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Capsule case histories of successful 
local and regional television campaigns 




TV RESULTS 



FROZEN FOOD 

SPONSOR: Minute Maid Agency: Ted Bates 

Capsule case history: Leon Yeargaii, Norfolk representa- 
tive (if Gav H. Pr) or, Inc., of Silver Spring, Md., and 
Minute Maid Orange Juice, undertook a special merchan- 
dising campaign in conjunction with a local tv schedule on 
WAVY-TV. Cooperating with Yeargan, Mike SchafTer, mer- 
chandising and promotion director of WAVY-TV, prepared 
an all-out merchandising effort to aid distribution and in- 
crease sales of Minute Maid. In-store displays were set up 
and personal calls were made on store managers using the 
station's Jr. Ambassador, a 13 year-old lad in full ambassa- 
dor dress, who presented each manager with a Minute Maid 
sample. It was Minute Maid's first use of WAVY-TV, 
and Yeargan wrote the station: "I'm exceedingly happy to 
say that the sales of Minute Maid frozen orange juice have 
shown an increase of 25% over the same period one year 
ago. I feel several factors were responsible — among the most 
important, superiority of product, advertising, merchandising. 

WAVY-TV, Norfolk Announcements 



MOVIES THEATERS 

SPONSOR: Colfax Theater Agency: Direct 

Capsule case history: A one-week saturation campaign by 
the Colfax Theater over WNDU-TV, South Bend, produced 
a tremendous turnout for the Pat Boone-James Mason 
movie, "Journey to the Center of the Earth." The first use 
of tv by Ralph Essex, general manager of the independent 
house, resulted in the picture grossing more for the one 
theater than the usual combined gross for the five theaters 
that once operated in downtown South Bend. The promo- 
tion began three days before the film opened with heavy sat- 
uration — 15 to 20 spots a day. This pace was maintained 
for a week and then tapered off to a maximum of six spots 
the last day of the campaign. The interest in the feature 
created a sufficient demand for the picture to be held over 
for a second week. Ralph Essex told WNDU's Tom Hamil- 
ton and Bill Hessian that he was "completely overwhelmed" 
by the success of the campaign and plans television promo- 
tions for special features as standard operating procedure. 

WNDU-TV, South Bend Announcements 



FOOD 

Sl'OXSOR: Buitoni Foods Corp. Agency: Direct 

Capsule case history: Buitoni Foods Corporation spon- 
sored a two-hour filmed production recently of Verdi's 
classic opera "Rigoletto" on WRCA-TV, New York. The 
advertiser wanted a program that would sustain the quality 
image of its more expensive products in a highly competi- 
tive market, and WRCA-TV, which has been producing spe- 
cial Sunday programs tailored to a client's specific needs, 
came up with "Higoletto." The production was filmed at the 
Home Opera Mouse with La Scala stars. To sustain the 
program's over-all quality continuity, commercials used were 
of an almost institutional character and the opera's inter- 
mission featured A'. Y. Times critic Howard Taubman. Re- 
vere excellent: sales figures jumped multifold immedi- 
- the program and tremendous good will was cre- 
0 letters applauded the program and expressed 
- tion to buy Buitoni products. The adver- 
mil g with WRCA for similar telecasts. 

Program 

: 



LADIES' APPAREL 

SPONSOR: Edith's Dress Shop Agency: Direct 

Capsule case history: Ten-second spots on WFRV-TV, 
Green Bay, have been selling bridal wear with unprecedent- 
ed results for Edith's Dress Shop in Fond du Lac, Wiscon- 
sin, 75 miles from Green Bay. Not only has the schedule tre- 
mendously increased business in the immediate area, but it 
has brought substantial trade from the station's entire cover- 
age area. "It's not uncommon for customers to come as far 
as 100 miles," Edith Murphy reported. To promote its 
bridal shop and free alteration service on bridal party wear, 
Edith's uses only one 10-second spot each week. This spot 
is in AA time between Perry Como and This Is Your Life, 
to reach both the young singles and family audience. The 
slide includes a picture of a bride and the store logo. Copy 
pitches "Outfit your entire family" and "Free Alterations." 
The announcement has been the one single important factor 
here, over the past year, in helping to establish the store as a 
leading retail outlet in bridal wear for the entire region. 
WFRV-TV, Green Bay Announcements 
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WJARTV 

PROVIDENCE, R.L 




Compliments by the sackful ! 



Across our desk come letters of honest and 



before have I enjoyed watching television 



sincere praise like the letter from the Navy [\[=2 as much." The satisfaction of our viewers, 

wife who wrote: "Your station has always af- C as expressed by the volume and content of 

forded the finest entertainment ... we have our mail, is more impressive, we think, 

lived in many parts of the country and never \jL than any rating picture could be. 

Represented by 

CHANNEL 10 • COCK-OF-THE-WALK IN THE PROVIDENCE MARKET 
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WTVJ 

is now programming 
the MCA Paramount 
movie features! 




"ROAD TO MOROCCO" pulls a 39.3 
rating for a 67.5 share-of-audience 
against prime network programming! 




A continuing WTVJ promotion campaign 
is hypo-ing interest in WTVJ movies like 
never before. Contact your PGW Colonel 
for participations on THE LATE SHOW, 
GOLD COAST THEATRE, THE BIG 
SHOW. IMPACT and THE SUNDAY 
SHOW — all on WTVJ. 



ARB Tues. Feb. 16 


7-8:30 p.m. 


SETS-/K-USE-58.2 


share-of- 




rating audience 


WTVJ "Road to Morocco" 


39.3 67.5 


Station "B" 


11.7 20.1 


Station "C" 


7.2 12.4 


*ARB Overnight Tu, 


•s. Feb. 16. 



CHANNEL 4 




WTVJ 



SOUTH FLORIDA'S LARGEST DAILY CIRCULATION MEDIUM 

Represented nationally by Peters, Griffin, Woodward, Inc. 



What's happening in V. S. Government 
that affects sponsors, agencies, stations 



WASHINGTON WEEK 



19 MARCH I960 

Cssyrltht I960 
SPONSOR 
PUBLICATIONS INC. 



Positive developments threatening to shake the broadcasting and ad indus- 
tries from stem to stern have been piling up week after week. Now we have gone 
through a week in which two negative developments have actually accomplished 
more than a little shaking. 

These were: the death of NAB president Harold Fellows and the forced resignation of 
John C. Doerfer as FCC chairman, and as a commissioner. 



The extent to which Fellows will he missed will depend entirely on how wise 
NAB is about a replacement. 

Some Washington observers feel the NAB directors will exercise every care to select the 
right statesmanlike successor. Hal Fellows understood the problem in Washington and was 
able to stick his finger in the hole in the dike, then his fist and then his whole arm as the 
breech was widened. 

A new man could very possibly kick out at criticism inadvisedly. If he does, the only 
effect will be to kick further holes in industry defenses. 

What observers fear is that the appointment may be a "now-see-here-you-can't-do-this" 
type. A man who realizes that the government agencies and Congress can do it, and who 
knows how to try to talk them out of doing it with sweet reasonableness and the appearance 
of compromise, however, might fill the Fellows' shoes. And might be able to carry on the 
NAB defensive footwork as successfuly as before, thus confounding the cynics. 



The Doerfer resignation has significance going beyond the personalities in- 
volved: Doerfer, new chairman Ford, and a new commissioner to be named. 

Doerfer is another scalp dangling from heavier and heavier belt of Rep. Oren 
Harris, chairman of the probing House Commerce Legislative Oversight subcommittee. His 
defeat also represents a backhanded victory for the get-tough regulatory policy urged by At- 
torney General Rogers. 

Selection of Ford as the new chairman also leans toward the Rogers position. Not that 
Ford is any crusading radical, or not that he is even as much in favor of strong regulation 
as some other commissioners. But he served as a Rogers deputy, and the two are very 
friendly. 

Ford believes as he did believe, that stations can't be programed from Washington, but 
that the over-all record of service must be considered in some fashion before re- 
newals are granted. It is likely that the new commissioner will think somewhat along the 
same lines, though appointments in recent years have been worse than unpredictable. 

If Harris were disposed to laugh in public, he could let out a loud one in view of the 
oft-repeated charges that he is merely a headline hunter, and not to be taken seriously. He has 
already changed the regulatory picture and will change it more before lie is finished. 

He has been responsible for the abrupt departures of two out of seven FCC commission- 
ers and there is no gainsaying his responsibility for the sudden burst of energy over at the FTC. 

Elevation of Ford to the chairmanship of the FCC, substitution of a new vote for that of 
Doerfer, will in the long run be less of a factor than the certainty of the invisible pres- 
ence of Harris and his probers at all future FCC deliberations. You can expect this: 
the FCC will get tougher. 
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A round-up of trade talk, 
trends and dps for admen 



SPONSOR HEARS 



If Chevrolet does prevail upon Lever to let it have half of Jack Benny next, it 
will make the second time that the automotive served as a Benny sponsor. 

It was back in the mid-30's that the then manager of Chevrojet, M. E. Coyle, peremp- 
torially dropped Benny heeause he didn't like comedians. A musical show was sub- 
stituted. 

CBS TV this week was trying to bring Time, Inc., back into the sponsorship 
arena. 

The attraction: the 5 April results of the Wisconsin primary, from 11:15 to 11:45 p.m., 
at a cost of about §75,000 for time and program. 

Sinclair's failure to act on Geyer's plans for 1960 media use — they've been be- 
fore the client for months — has started a rumor that an agency change may be in 
the offing. 

The account in December pulled back its huge radio coverage. Said Geyer this week: 
the plans that Sinclair's still weighing includes a lot of spot radio activity. 

The reps are getting farther away than ever from the hurley hurley of the NAB 
convention at the Hilton. 

Last year they headquartered at the Executive House on Wacker Drive. This time they're 
clustering away up at the Drake Hotel. 

It doesn't look as though you'll see much in the way of daytime specials on 
the tv networks this coming season. 

What makes the prospects most discouraging: NBC hasn't even got a bite for the batch 
it's been peddling and CBS took a $250,000 bath on the last two it telecast. 

NBC TV can expect some strenuous opposition from key pre-freeze stations 
when it seeks to revise this contingent's compensation terms downward as their 
contract renewals eome up. (See page 24, 20 February SPONSOR-SCOPE.) 

But the network feels confident that the quest won't cause any defections to ABC TV 
because of these NBC advantages: (1) the much greater amount of money involved in 
daytime programing; (2) the superior balanced schedule at night. 

You can get broad diversity of reaction among CBS TV affiliates to the net- 
work's selection of Face the Nation as a regular nighttime public affairs anchor 
next season. 

Says the network, and lots of affiliates agree: it's a type of program that can be matched 
favorably on the local front. 

Observe the disappointed affiliates: CBS picked some to fit the lowest denominator. 



What's developed into quite a source of social activity for the upperwigs among admen 
is attendance at luncheons and dinners where awards of some sort or another are 
the piece de resistance. 

These events have become annual circuits and they can be depended on to pull a fairly 
rich assortment of agency presidents and chairmen of the board. And that also goes 
for the ad directors of topcrust companies. 
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THE BIGGEST AUDIENCES* IN 
FOUR * * SOUTHERN CALI- 
FORNIA COUNTIES, BURSTING 
WITH NEARLY 2,000,000 
PROSPEROUS PEOPLE***! 

= Pulse Area Survey. Nov., '59 San Diego, Riverside. Orange. Imperial Sales Management Survey. May. '59 



KFMB RADIO w SAN DIEGO 



A TRANSCONTINENT station 

Rtprtufiltd 6y 

( EdwirdYp»»ry AlCo.. Inc.] 
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ADVERTISERS 




NEWS & IDEA 

WRAP-UP 



SIDEWALKS OF N. Y. are WADO news director Jaclc Powers' beat as he Interviews firemen 
for his radio editorials in support of their impartial arbitration and pay raise efforts 




SANDWICHED IN (and a good filler, too) is "Miss Jaclcson," (Miss.), amidst 86,000 Colonial 
bread wrappers turned in by women's clubs for WJQS Community Club Award campaign 




'TODAY IN GEORGIA,' WSB-TV, Atlanta, show cops gold medal for best tv women's interest 
show, southern states. Accepting award (l-r): station's Ray Moore, Jerry Johnson, Ruth Kent 



Gillette has switched the hulk of 
its spending from NBC TV to 
ABC TV for the 1960-61 season. 

The ABC package will run some- 
where around S8 million and en- 
compass half of the Saturday Night 
Fights, participation in the NCAA 
football games (13) and co-sponsor- 
ship of the 25 Saturday afternoon 
baseball games. 

Gillette will still have with NBC the 
World Series and the All-Star Base- 
ball Games and at CBS TV, the 
Triple Crown Races. 

Campaigns: 

• Fizzies, the effervescent soft- 
drink tablet, has upped its ad budget 
47/£ over 1959 for a campaign which 
begins 11 April and continues through 
the summer. Most of this will be in- 
vested in daytime network and spot 
tv, aimed primarily at the kindergar- 
ten market. Spearheading the pro- 
motion is Fizzies twice-weekly co- 




SKY SCOUT. Radio traffic reports, joint ef- 
fort of WPEN (Phila.) and Police Dept., got 
citation from Phila. Safety Council. Shown 
here (l-r): Robt. Fox, gen. chmn. 26th An- 
nual Regional Safety & Fire Conference & 
Exhibit; Murray Arnold, sta. mgr.; Thos. Gib- 
bons, Police Commissioner; Al Schwartiman, 
patrolman; Gerald Crossan, station's pilot 
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sponsorship of CBS TV's Captain 
Kangaroo. In addition, three or more 
spots a week on stations covering 160 
local markets already have been 
placed with selected tots' shows. 
Agency: Lambert & Feasley. 

• Robert Hall Clothes this week 
kicks-off its Easter promotion with 
the most extensive air campaign ever 
used by the manufacturer. The budg- 
et, representing an 18% increase 
over last year's, will cover commer- 
cials on some 316 radio and tv sta- 
tions in 169 markets. Agency: Ark- 
wright Advertising. 

• The Dodge Dart this week 
launches a pre-spring sales prorno- 

) tion via a spot campaign on 400 ra- 
dio stations. The spots will use humor 
( to point out the advantages and su- 
' perior qualities of the auto. Network 
11 tv will continue working for Dodge 
• via Lawrence Welk's Saturday night 
dancing party, ABC TV. 

• Stiulebaker Lark Dealer As- 
sociations in Los Angeles, Orange 

County, Santa Barbara, Bakersfield, 
f San Bernardino and Central Arizona 



have doubled their 1960 ad budget. 
Originally reported at $350,000, new 
plans call for an increased expendi- 
ture to $700,000 for the fiscal year. 
With this conies an expanded tv and 
radio schedule. Agency: Coleman- 
Parr, Los Angeles. 

• General Foods will introduce 
its Instant Yuban coffee in the 
northeast following 15 months of suc- 
cessful market testing throughout 
California, central Ohio and four 
northern New York areas. Plans call 
for multiple spot tv announcements. 
Agency: B&B. 

General Mills' Wheaties will put 
its The Rev. Bob Ricliards five-minute 
transcription on radio stations in only 
the top 15 markets. 

They'll be spotted in places other 
than adjacent to baseball. 

Here's network radio's leading 
advertisers during four weeks 
ending 7 February, according to 
Nielsen: 









TOTAL HUME 

micsTs 






NO. OF 


DK1.IVK.KKU 


KAN K AUVKItT 1 SER 


BI«»TS 


(000) 


1 


Reynolds, K. J. 


312 


128,720 


2 


Pharmaco 


372 


125,652 


3 


Time 


197 


117,791 


1 


Kenault 


169 


103,450 


5 


Whitehall- 








Am. 1 lonie 


140 


98,059 


6 


Grove Div. 


109 


79.267 


7 


Ex-Lax 


149 


75.264 


8 


Pepsi-Cola 


181 


70,810 


9 


Kpllo° r < r 

" cliu oo 


88 


65,028 


10 


F & F Lab. 


140 


44.400 


11 


Hudson Vitamin 


120 


40.892 


12 


Campbell Soup 


44 


35,456 


13 


Anier. Motors 


89 


35.310 


14 


Sterling Drug 


88 


33,925 


15 


Chevrolet 


46 


33.778 



Financial report: Lever attained 
new all-time highs in both sales vol- 
ume and net profits during 1959. The 
figures: Sales rose to S409.6 million 
— a 7% increase over 1958 s $382.6 
million. Net profits climbed to $15.2 
million for a 50% increase over the 
earnings of $10.1 million in 1958. 



BLOWING UP A STORM, in the form of a 
12-mIle-per-hour wind, WIBW-TV (Topeka) 
prog. dir. Rush Evans, demonstrates his sta- 
tion's Weather Watcher, offered for distribu- 
tion on his 7 to 8 a.m. Rush Hour show 





[MARKETING CONCEPTS get going-over 
Iby K&E senior v. p. G. Maxwell Ule at the 
■agency's recent marketing seminar of its 
pnedia, research, tv/radio, mdsg. depts. 




fh* ttwiw*^ CwW«* CWfp* 



Bat* fr*vi*'r*?n ^ ~ 
caserns re»"NE> 
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HOCKEY OR WHOOPEE? Though it looks like the latter, KYW-TVers went all out to compete 
with Ice Follies gals at recent hockey game in Cleveland's Arena. Station's participants (l-r): 
Linn Sheldon, Big Wilson, Tom Haley, Ronnie Barrett, with two members of opposing team 
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i jirrMiii irel : Lawrence 

( it ii, i li-tic<l I'ltatrutan of the 
i i Im-f executive officer and a 
i i it i t of tlu' hoard of directors of 
. Inc. . . . John Grumlin, Jr., 
( U i led m'c retan of The Gillette Co. 
. . . Don Uoettgor. to advertising 
and .-ales promotion manager for 
\\ ibou \ Co."s Meat and Grocery 
Products. 



AGENCIES 



Till' Chicago office of Campbell- 
Milium (Minneapolis-headquar- 
tered) seems to he coming into 
its own as a challenging entity. 

Latest coup: the Sl.S-million Wil- 
son Meats account, formerly at K&E. 

Only recently it landed the Suave 
and Shampoo Plus Egg portions of 
Helene Curtis. 

Agency appointments: Pharma- 
Craft's Coldene cold medicines, bill- 
ing about SI million, from JWT to 
l'apert, Koenig, Lois, Inc. . . . 
Lehn & Fink Products Corp.. for a 
new product soon to be test-marketed, 
to Cover, Mo rev, Madden & Bal- 
lard . . . Thermo-Fax Sales. Inc., a 
subsidiary of Minnesota Mining & 
Manufacturing, to EWK&K, Phila- 
delphia . . . Park & Tilford's Tintex 
home d\e division, to Grey . . . 
Fradelis Frozen Foods Corp.. with a 
planned tv and radio campaign, to 
Hcckiiian-Kohlitz. Los Angeles . . . 
Pop Corn Sez Co., Philadelphia, with 
a spot tv campaign planned for late 
Spring, to S. E. Zubrow Co., Phila- 
delphia. 

Report to the stockholders: F&S- 
&\{ president Robert E. Allen re- 
ported a record $46 million in bill- 
ings last vear. He also predicted, be- 
fore 80 Cleveland area stockholders 
la>t week, an increase in billings at 
the agency to $52 million for I960. 

Y&R oli a inn au of the executive 
committee, Louis IV. Brockway, 
ban asked lo be "relieved of bis 
duties"' as of 1 May, in order to have 



more leisure and a less strenuous 
working schedule. 

He vtill continue with the agency 
as director and part of his time will 
be spent with the firm on special as- 
signments. 

Moving: John W. Shaw Advertising. 
Chicago, to a new building at 200 
East Ohio by 1 May. 

New offices: Grubb Advertising, 
Champaign, 111. this week opened a 
St. Louis office at 1221 Locust Street, 
headed by John LoBuono. 

New service: Cordon A. Hellman. 
formerly with TTC, TvB, CBS TV, 
K&E and ABC TV. has formed Hell- 
man Marketing Services, with of- 
fices at 654 Madison Avenue, New 
York to provide consultation and 
creative marketing services for clients 
in broadcasting and related fields. 

Tbisa 'ir data: Employees at Kud- 
ner Agency were the recipients, last 
week, of a "Short Year" profit-shar- 
ing and bonus payment, due to a 
change in the agency's fiscal year-end 
from 30 September to 31 December 
. . . K&E held a four-day marketing 
seminar for its media, research, tv/ 
radio and merchandising depart- 
ments from all its U. S. offices . . . 
Social note: The Women's Adver- 
tising Club of Chicago this week 
hosted a fashion show for the purpose 
of benefiting the Club's primary pro- 
ject, the Scholarship and Community 
Service Fund. 

Admen on the move: William 
Wiley, director of client services at 
McCann-Erickson, to Lambert & Feas- 
lev next week as v.p. and director of 
tv/radio . . . Harry Vosburg also 
joins L&F as v.p. and director of re- 
search . . . Harry Warden, to Grey 
as v.p. and account supervisor . . . 
Edward Labs Jr., named executive 
v.p. and elected to the hoard of di- 
rectors; Milton Bebce, to v.p. and 
to the hoard of directors: and Jo- 
hanna Bowman, reelected treasurer 
of Flack Advertising, Syracuse . . . 
William Adams and James Shade, 
to v.p.'s of Teawell & Shoemaker, 
San Diego . . . L. R. Sullivan and 
Don Auisdcu, to v.p.'s of Allen & 
Revnolds. Omaha . . . William Dixey 
and II. M. Feine, elected v.p.'s of 
Wilson. Haight, Welch & Grover, 
Hartford . . . Philip Leekley, ac- 



count executhe, FC&B . . . Robert 
Hood, Robert Thompson and 
John Wenger, to associate media 
directors at Campbell-Mithun . . . 
Royal Alcott, to the Chicago office 
of Wade Advertising . . . Jacqueline 
Hunt, to Sudler & Hennessey. New 
York, as media director . . . Wayne 
Nelson Jr., from Lennen & Newell 
to editor of the Rorabaugh Spot Tv 
Quarterly Report . . . Frederick Mc- 
Cormack, to C&W's Chicago office 
as assistant media director . . . Larry 
Bolto, to account executive, K&E . . . 
Dick Doty, to Hank Meyer Associ- 
ates, Miami Beach, as account execu- 
tive . . . Robert Morris and Edward 
Pegiiillan, account executives, B&B 
. . . David Dean, account executive 
in the Detroit office of the Jaqua Co. 
. . . Charles Kennedy, to account 
executive in the Chicago office of 
Y&R. 



ASSOCIATIONS 



NAB's Tv Board this week ap- 
proved the establishment of a 
New York office for the NAB's Tv 
Code Affairs Department. 

It will be opened shortly with an 
assistant director of Tv Code Affairs 
in charge. He'll be under the super- 
vision of Edward H. Bronson, direc- 
tor of Tv Code Affairs headquartered 
in Washington. 

Incidentally. NAB's board of direc- 
tors appointed Everett E. Rever- 
comb, NAB secretary-treasure, 
to serve as acting administrator 
of the association pending the nam- 
ing of a successor to Harold E. Fel- 
lows. ^ 

The Association of National Ad- 
vertisers this month is distribut- 
ing to members a guide for hon- 
est advertising. 

The guide, or booklet dubbed "Le- 
gal Rules of the Road to Honest Ad- 
vertising," sets fortb the basic cri- 
teria which distinguish honest and law- 
ful advertising from that which the 
courts and regulatory agencies would 
consider misleading or deceptive. 

On the agency side, the 4 A's will 
also distribute copies of this booklet 
to its members. 

The Radio and Tv Executives So- 
ciety also has come up •with a 
public relations plan for the 
broadcasting industry. 
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FULL HOUSE 



FOR PROFIT 



Nothing beats it . . . the feeling you have when the pot's loaded and you know right down to your 
socks that you hold the winning hond! In St. Louis, you con alwoys count on the WIL hand to rake in 
the chips. When they're "colled", the cords WIL shows are original programming, magnetic personal- 
ities ond bulls-eye salesmanship . . . cords you'll olways find in the Balaban deck. So, deal yourself in 
to WIL selling power and put it to work selling your products and your services. 



THE BALABAN STATIONS 

in tempo with the times 
John F. Box, Managing Director 
SOLD NATIONALLY BY 
ROBERT E. EASTMAN 



WIL ST. LOUIS 

WRIT MILWAUKEE 1stfn Market 
KBOX DALLAS 2nd in Market 
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l.itiun breaks. 10 or 20 times 
li dm. l<> Nash a scries of brief 
1 h -~a^f> on \\ hat \<>ur station did 
during the past \ear for its audi- 
ence. 

2 1 Vfler using these messages, ex- 
change copies with other broad- 
casters, thus keeping a steady flow 
of fresh messages with a variety 
of new and different approaches. 

Mark The Calendar: 

23 March: RTES Hound Table 

luncheon. Topic: Radio As An Ad- 
\ertising Medium. Roosevelt Hotel. 
N.Y. 

25-26 March: Industry Film Pro- 
ducers Association's first conven- 
tion. Statler-llilton Hotel, Los An- 
geles. 

31 March: Association of Broad- 
casting Executives of Texas meet- 
ing, Statler-Hilton Hotel. Dallas. 
1-3 April: Women's A<1 Clubs 
eastern inter-city conference. Shera- 
ton-Biltmore Hotel. Providence. R. 1. 
2 April: National Association of 
Fin Broadcasters annual business 
meeting, Conrad Hilton Hotel, Chi- 
cago. 

3-6 April: NAB Annual Conven- 
tion, Conrad Hilton Hotel. Chicago. 
8-9 April: Oregon Association of 
Broadcasters annual meeting, Eu- 
gene. Ore. 

13-16 April: American Public 
Relations Association conference, 
Greenbrier Hotel, White Sulphur 
Springs, W. Va. 

21-23 April: 4 A's annual meet- 
ing, Boca Raton Hotel, Boca Raton. 
Fla. 

21-23 April: Western States Ad 
Agencies Association conference, 
Shelter Island Inn, San Diego. 
21-23 April : New Mexico State 
Broadcasters spring meeting. Las 
duces. X. M. 

21-27 April: Continental Adver- 
tising Agency Network conven- 
tion, Fontainbleau Hotel, Miami 
Beach. Fla. 

2o-27 April: Sales Promotion 
Executives Association conference. 
Hotel Utor. \e\v York. 
2a 30 \pril: Alabama Broad- 
i ter>» \ssociation convention, 
ir Fan Hotel. Ft. Walton 
b F!.i. 

Ohio Association of 
bi. tci-s. Pick-Ohio Hotel, 

^ "inigstown. 



Tliisa 'n' data: Deadline for nomi- 
nations to the Advertising Hall of 
Fame sponsored by the AFA, is 20 
April . . . The Harvard Graduate 
School of Business Administration 
will hold its Executive Develop- 
ment Seminar for Broadcasters 
10-22 July . . . The AFA Bureau of 
Education and Research is sending a 
new sequence of informational ma- 
terials to 18 national advertising as- 
sociation and professional groups, 
and 133 ad clubs affiliated with AFA 
. . . Kudos: Lewis Shollenberger, 
associate director of the public affairs 
department of CBS News in Wash- 
ington, elected president and chair- 
man of the Radio-Tv Correspondents' 
Association for 1960. 

They were elected: 

Officers of the New York State 
Association of Broadcasters: 
president. George Denhani, WNBS. 
Binghamton: first v. p., Paul Adan- 
ti, WHEN, Syracuse; second v.p..- 
Guiinar Wiig, WROC, Rochester; 
secretary. Elliot Stewart, W1BX, 
Utica; and treasurer, Harry Tren- 
ner, WBNY, Buffalo. 

Officers of the Radio/Tv Alum- 
ni Association of San Francisco 
State College: president, Ed Mc- 
Laughlin, KEWB; v.p.. Ed Dun- 
bar, Weed; secretary, Jack Arm- 
strong, TV Guide; and treasurer, 
Jack Sampson, KCBS. 



FILM 



The spring production season for 
shows that will start in syndica- 
tion this fall is now moving into 
high gear. 

This week another syndicator, ABC 
Films, gave the green light on pro- 
duction of a new series: The Racers, 
in production in Hollywood at the 
Paramount studios. 

Sales: UAA's sales of individual fea- 
ture films as specials includes pur- 
chases of Jazz Singer and/or Ad- 
ventures of Mark Twain to WTVJ, 
Miami; WJZ-TV, Baltimore; KTVU. 
Oakland; KOXO-TV, San Antonio: 
KRSD-TV. Rapid City: and WMBD- 
TV, Peoria . . . MCA's Mike Hammer 
sold to John Labatt (Ellis Adv.) in 
two markets, and in Canada to Sealy 
Mattress (Lovick and Co.) in three 
markets, and to Pearth Cleaners (J. J. 



Gibbons Ltd. I in Manitoba . . . UAA 
reports renewals of Warner Bros, 
and/or Popeye cartoons by WBBM- 
TV, Chicago: WBZ-TV, Boston; 
WBEX-TV, Buffalo; \VTBJ. Miami; 
WOC-TV, Davenport ; KFRE-TV, 
Fresno; WSOC-TV, Charlotte; 
WFCA-TV, Jacksonville; WSBT-TV, 
South Bend, and WHO-TV, Des 
Moines. 

Re-run sales: Ziv-UA's Hightcay 
Patrol reaches 132 markets with sales 
to WDAF-TV, Kansas City; WCOP- 
TV, Cincinnati; WAST-TV, Albanv; 
WH10-TV, Dayton; KTSM-TV, El- 
Paso: WROC-TV, Rochester; WMAZ- 
TV, Macon; WLOM-TV, Orlando; 
and WBTW, Florence: also WHDH- 
TV, Boston purchased Science Fiction 
Theater, Men of Annapolis, West 
Point, Martin Kane, and Man Called 
X; WVFC-TV, Norfolk, took Science 
Fiction and Harbor Command, and 
WSJS-TV, Winston -Salem, bought 
Dr. Christian, Harbor Command and 
Martin Kane. 

Strictly uersonnel: Verne Behnke 

appointed general sales manager of 
UPA Pictures . . . Jack Ludwig 
named Flamingo's West Coast man- 
ager . . . Willard Block becomes 
CBS Films' international sales man- 
ager . . . Frank W. Webb joins UAA 
in Dallas ...CP. (Pete) Jaeger 
appointed sales v.p. for Flamingo . . . 
Jack Ballard becomes CBS Films 
program manager in Hollywood. 



NETWORKS 



Food and food products led all 
product classifications in net- 
work tv advertising during 1959, 
according to TvB. 

Below, the estimated expenditures 
of the top 10 network advertisers, by 
category, during 1959, as compiled 
hs LNA-BAR for TvB: 

RANK CATEGORY CROSS TIME COSTS 

1. Food & food prod. Sll.3,099,511 

2. Toiletries & toilet 

goods 102,311.526 

3. Smoking materials 75.009.215 

4. Drugs & remedies 74,950,528 

5. Soaps, cleansers, & 

polishes 67,140,302 

6. Automotive, acces- 
sories & equipment 46,709,24< 

7. Household equipment 

& supplies 30,112,185 

8. Industrial materials 20.980,307 



r 
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9. Jewelry, optical goods 

& cameras 13.966.553 
10. Confectionery & 

soft drinks ' 12,982,938 

Network tv sale: ABC TV reports 
more than S49 million in orders 
for the 1960-61 season have al- 
ready been received from advertis- 
ers — an increase over last year's early 
March sales picture. 

Network radio sale: Three new ad- 
vertisers have been added to the 
Mutual Radio Network's roster of 
clients — H. D. Lee Co. of Kansas 
City (Grey) : R. T. French Co. 
(JWT) : and Pharmaco (Aver). 

Sports note: A 50-game schedule of 
Major League Baseball telecasts will 
carried by NBC TV on Saturdays 
and Sundays during the 1960 season, 
beginning 16 April and continuing 
through 2 October. 

Anniversary notes : ABC TV's day- 
time Beat The Clock celebrates its 
10th birthday on network tv this week 
. . . The Game of the Day major 
league network baseball series launch- 
es its 11th consecutive season over 
Mutual 9 April 

Network personal notes: Ira De- 
Luinen, to manager, program and 
project sales for CBS TV Production 
sales. Robert Foster succeeds him 
as eastern sales manager . . . Jack 
Reynolds, named assistant to the 
director of special projects, informa- 
tion services, CBS TV . . . Edward 
Stevens, named assistant to the busi- 
ness manager for CBS TV Production 
1 Sales. 



RADIO STATIONS 



More than 90% of consumers in 
eight categories are reached by 
radio weekly, a new RAB study 
reveals. 

Dubbed "They All Listen To Ra- 
dio," the RAB study is based on per- 
jsonal interviews of more than 9,000 
people in 27 major metropolitan mar- 
kets, questioned by Pulse for RAB. 
The findings: 

1) In every group surveyed, more 
than nine out of 10 people listen to 
'radio in an average week, 
j 2) These people spend an average 

jf two hours every day with radio. 

VIore than half (55.8% 1 of the con- 



sumers listen to radio weekday morn- 
ings; 38.2% listen during weekday 
afternoons: and 39.4 /r at night. 

Simplified rate cards: WAiND, 
Canton, Ohio, has a new rate card 
with a "Pick A Package" section, list- 
ing cost of announcements for a day 
week, month and year . . . KAVFT, 
Wichita Falls, effective this month, 
lias a "One Rate For All" card, show- 
ing no deviation on rates for local. 
regional, or national accounts. 

New regional network: Big-K 
Network, being formed to link 
KLUE, Longview, and KMHT, Mar- 
shall, with additional stations in East 
Texas to be added as supplementary 
stations. 

New programing service: Uni- 
versity Broadcasting Service Net- 
work of Brigham Young University. 
Provo, Utah, provides stations with 
two half -hour taped programs week- 
ly at no charge. More than 30 sta- 
tions, particularly in the West, are 
subscribers. 

Re RAB's upcoming National Ra- 
dio Advertising Clinic: Set for 31 
March at the Waldorf-Astoria, in 
New York, and at the Sheraton-Black- 
stone, in Chicago, feature speakers 
include Robert Llewellyn, adver- 
tising manager of American Bakeries. 
Raymond Keck, Cities Service, 
William Menu en. Jr., Mennen Co.. 
and Gordon Bain, Northwest Ori- 
ent Airlines. 

Thisa V data: WTOP, Washing- 
ton, D. C. last week showed a new- 
filmed color presentation to some 200 
New York ad executives covering 
Washington's explosive growth . . . 
WL1R-FM, Garden City. N. Y.. con- 
ducted a special audience study and 
revealed 70.3% of persons in the gen- 
eral Xassau- Suffolk and nearby 
Queens area with fm sets — a 13.4% 
higher index than the general Pulse 
area studv . . . WING. Dayton, host- 
ed some 500 industry people last week 
at the official opening of its new stu- 
dios and offices ... Is be the old- 
est?: G-eorge Moore. WCKY. Cin- 
cinnati, radio time salesman, honored 
bv the station on his 76th birthdav 
and 31st year with WCKY. Moore is 
believed to be the oldest radio time 
salesman in the industry . . . Sports: 



The Union Oil Co. of California 
has purchased one-half of all 15 1 
Seattle Rainier Baseball games on 
KOMO. Seattle, for the 1960 season. 

Divorcement: \V1I\ Philadelphia, 
has severed its affiliation with the 
Mutual Broadcasting System. Sta- 
tion will now operate as an independ- 
ent under the ownership of Metro- 
politan Broadcasting Corp. 

Station staffers: John Hicks, to 
v.p. and director of station opera- 
tions; Jack Howard, to v.p. and 
general manager: and Dillard Car- 
rera, to program director for WY1L. 
Dallas . . . Richard I'istell. named 
chairman of the finance committee of 
Bartell Broadcasting and elected to 
the board of directors . . . John 
Bavliss. to v.p. and general manager 
of 'kOMY, Watsonville, Cal. . . . 
John Reddy. to assistant station 
manager, WOKY. Milwaukee . . . 
George Whitehead, Dartmouth Col- 
lege junior, to general manager of 
student radio WDCR. Hanover. X. H. 



TV STATIONS 



A study by TvB on the effects of 
the first use of tv by Tyrcx 
showed that viewers had a more 
favorable reaction to the prod- 
uct than non-viewers. 

The study, conducted by Pulse, 
showed : 

• 43% of viewers were favorable 
to Tyrex. 53^7 had no opinion, and 
4% were unfavorable, while 6% of 
non-viewers were favorable. 81^7 had 
no opinion, and 13% were unfavor- 
able. 

• 65% of the viewers were aware 
of Tyrex while 20% of non-viewers 
had heard or seen the product. 

• Of the respondents who had seen 
or heard of Tyrex, tv was the source 
with 50%, magazines 21%. newspa- 
pers 19% and radio 4 r 7 . 

On the programing front: \ new 

(Please turn to i^azc 68 1 
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"Now where did 
they say all 

those timebuyers 
are going?" 




Hurry! Just a few days left to sign 
up before SPONSOR'S new rates go into 
effect. Guaranteed Rate Protection for 
all of 1960 at old (1957) rates if you 
enter your advertising contract before 
1 April 1960. 

Call Art Breider, MU 8-2772, NYC 



NATURALLY, TO 

SPONSOR'S 
WHEEL-OF-FORTUNE 

AT THE NAB CONVENTION IN CHICAGO! 
Conrad Hilton • Suite 1106 



Here's why. SPONSOR'S Wheel-Of-Fortune can mean valu- 
able prizes for timebuyers who visit SPONSOR'S Suite 1106. 
Each registering timebuyer gets a number . . . and each time 
SPONSOR'S Wheel-Of-Fortune stops at his number, it's a 
"vote" for him! At Convention's end, timebuyers with the 
highest scores win the prizes! 

ATTENTION: STATION MANAGERS AND OTHERS! Here's 
where you come in. Only you are eligible to spin SPONSOR'S 
Wheel-Of-Fortune and help timebuyers win. But there are 
valuable prizes for you, too. 

Remember Suite 1106 for: 



• SPONSOR'S HANDY-USE 
CONVENTION SPECIAL! 

SPONSOR'S UNIQUE 
TOMATO JUICE BAR! 



• PRIZES FOR ALL! 




• SPONSOR'S WHEEL- 
OF-FORTUNE PRIZES! 

• SPONSOR'S FRIENDLY 
STAFF TO SERVE YOU! 




SPONSOR'S DOUBLE- ACTION CONVENTION ISSUES 
GIVE YOU TWO ADS FOR THE PRICE OF ONE! 
Here's how. Schedule your ad in the Convention Issue 
dated 2 April (15,000 copies) and you get the SPECIAL, 
too, (2,500 copies) ... a separate book, hand-delivered 
to NAB members at their Chicago hotels. 

Double exposure, double impact at only $75 additional 
per page over SPONSOR'S regular rates. This covers 
production and paper costs. Forms close 24 March. 



SPONSOR 

THE WEE.KLY MAGAZINE 
RADIO/TV ADVERTISERS USE 



WRA -UP 

N'lirr -cries aimed at reaching 
it lii^li >ehool science seniors and 
c xience freshmen will bow on 
tin \\ i'stiii^h«u.-*r» Broadcasting 
(!o."s fiw t\ stations at the end of 
this month. 

Dubbed Lab 30. it's a piihlie serv- 
ice and educational series of 10 half- 
hour programs hosted by Hugh 
Downs and demonstrated by various 
Westinghouse Research scientists. 

Producer and director of the series 
is Hen Park, former director of 
ABC public affairs. 

."More on educational tv: KOTA- 

TV. Rapid City. S. D.. is experiment- 
ing with tv classroom instruction via 
a televised course in French for fifth 
grade pupils which originates from 
the station's studios each weekday. 
10:10-11 a.m.. and is received on 
standard tv sets in each of the fifth 
grade classrooms in the Rapid City 
public school system. 

Thisa 'u' data: TvB has acquired, 
for its new New York office, the most 
advanced RCA Tv Tape Recorder for 
both color and black and white . . . 
Sports note: Joseph Sclilitz Brew- 
ing Co. (Majestic Adv. Agency) has 
renewed its rights for one-third spon- 
sorship via radio and tv of the Kan- 
sas City Athletics games. Schlitz will 
also sponsor a schedule of road tv 
games on WDAF-TV, Kansas City. 

Station acquisition: WBIR, Inc., 

operating to and radio stations in 
Knoxville. Tenn., has been merged 
into Taft Broadcasting Co. 

On the personnel front: Jack 
Ociiiwiro, to general manager of 
WFRV. Green Bay . . . Carleton 
Hence, to sales development man- 
ager for Transcontinent Tv Corp... . 
Hill Stewart, to operations director 
of KHAK, Stockton-Sacramento . . . 
Phil Martin, to local sales manager 
and IMiil Kolho, to the sales staff, 
\1T\. Tijuana -San Diego . . . 
Charles Ilinshaw, to the local sales 
-i ,ff. KRKM-AM-TV. Spokane . . . 
1 :in W oodrinsi. to sales service 
. KGW-TV. Portland, Ore. 
c-1 Shepherd, to promotion 
WI OS-TV. Asheville, N. C. 
an Cai dall. to account 
d\R-TV. Baltimore. ^ 



SOAP 

(Continued from page 33 J 

that if he spends SX million, lie 
should sell X eases, that if he spends 
an additional SX million, he should 
sell an additional X cases, and so on. 
Once the) decide on how man) cases 
the) need to sell at the end of four 
) ears and how much money the)' have 
to spend for advertising to do it, 
their "formula" is set. Colgate and 
Lever "pay-outs" usually run about 
two years. It works out with sur- 
prising consistency; at the end of the 
"pay-out" period, the product is at 
the projected sales level. 

• Personnel structure. For every 
ke) worker on a soap eompany ac- 
count at an agency, there is his 
counterpart at the client's office. 
These counterparts are rarely in 
touch with each other, do most of 
their conferring with those above or 
below at either client or agency. In 
a sense, every job is done twice, and 
although it appears a waste of man- 
power, it seems to work. The sys- 
tem developed along witb the advent 
of the client brand managers. 
Media. Media formulas of the soap 
companies are usually based on 
the cost efficiency of spot and the 
cost efficiency of network (very little 
time is spent on working out cost 
efficiency of print media since the 
overwhelming volume of ad budgets 
goes into tv) . Media decisions are 
usually arrived at after studies in- 
volving: share of market, past his- 
tory of the product, what the compe- 
tition is doing, media being used 
currently by itself and rival products, 
media costs, trend of media costs. 
Whenever a media switch is made, 
there is usually a probe of the cor- 
relation between advertising and 
sales. 

• Commercial approach. "Never 
lie to the housewife" is the inotto of 
all three soap companies, and none 
of their advertising ever breaks this 
rule. "When any of the soap com- 
panies sa)s its product is 'better,' it 
is telling the truth." a soap industry 
observer told SPONSOR. "Each is the 
best quality possible; the differences 
are those little advertisable extras 
tbat may make a housewife prefer 
one brand over another. Soap ad- 
vertising is so basically simple tbat 
there is no dishonestv." 

There is still another copy formula 
that the soaps have wisely developed 
— "Always sell the product name, not 



the name of the manufacturer." Then, 
in the event a housewife doesn't hap- 
pen to care for it, she won't transfer 
her dislike to the rest of the product 
line. ^ 



VITA 

(Continued from page 45) 

housewives waiting for him. 

The radio commercials open with 
a lively 10-second transcribed jingle 
that introduces the entire Vita line: 

V-I-T-A, that spells Vita, 

It's the heart of a meal. 

V-I-T-A, that spells Vita, 

It's the height of a real good party. 

Herring in cream sauce, herring in 

wine sauce, 

Pickles, olives and caviar. 

Satisfy your every mood, 

Buy Vita — mm mm nun — Vita Food 

Products. 

For the main body of the herring 
commercials Hartman supplies Vita's 
radio spokesmen with fact sheets and 
scripts which serve as a guide for 
their primarily ad-libbed delivery. 
Copy points are geared both to indi- 
vidual market atmosphere and the 
seasons. 

In Washington, Vita ties in closely 
with the local flair for party-giving. 
Copy suggested by agency: "Big par- 
ties or small, Washington loves them 
all! And the favorite hors d'oeuvre 
— for hostess and guests — is Vita 
Herring." The D.C. commercials are 
replete with hors d'oeuvres recipes 
centered around herring. 

Currently, Vita's emphasis is on 
Lent, with the theme, "Lenten Days 
are Herring Days." For this season 
herring is suggested as a main dish, 
say, with boiled potatoes and a vege- 
table. When hot weather arrives, 
herring's contribution to salads gets 
the limelight. At baek-to-school time, 
the children's lunches come in for 
some attention as a likely spot for 
herring. Then, at year-end holiday 
time, herring's role as a party hors 
d'oeuvre and dinner appetizer comes 
to the fore. 

Whatever direction it takes, Vita 
has to compete with some longer es- 
tablished American foods, and in its 
copy does not hesitate to mention 
rivals. Such old regulars as cheese- 
and-crackers, "dips," tomato juice, 
shrimp and soup present formidable 
competition. Vita finds radio a valu- 
able ally in its smoothly rolling cam- 
paign for coexistence. ^ 
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YOU MAY NOT OWN THE OlDEST COMMON STOCK 



7-COUNTY PULSE REPORT 

KALAMAZOO-BATTLE CREEK AREA— MARCH-APRIL 1959 
SHARE OF AUDIENCE — MONDAY-FRIDAY 





WKZO 


Station "B" 


Station "C" 


6 A.M. - 12 NOON 


30 


21 


1 1 


12 NOON - 6 P.M. 


27 


22 


10 


6 P.M. - 12 MIDNIGHT 


29 


22 


10 



BUT... Your WKZO Radio Investment Is 
The Best In Kalamazoo-Battle Creek 
And Greater Western Michigan! 

WKZO- AM is far and away your best radio investment 
in Kalamazoo-Battle Creek and Greater Western Michigan. 
WKZO- AM holds the top position by a wide margin — 
Pulse (see left) gives WKZO-AM a total audience 32^ 
larger than that of any other station serving this market. 
In fact, WKZO-AM is a solid "first," Monday through 
Friday (6 a.m. -Midnight) in 345 of 360 quarter hours 
surveyed! 

Ask Avery-Knodel for a prospectus! 



$f Common stock which has been paying dividends longest is PennsylvaniaRailroad, since 1848. 




WKZO-TV— GRAND RAPIDS-KAIAMAZOO 
WKZO RADIO — KAIAMAZOO-BATTL E CREEK 
WJEF RADIO — GRAND RAPIDS 
WJEF-FM— GRAND RAPIDS-KAIAMAZOO 
WWTV — CADILLAC MICHIGAN 
KOLN-TV — LINCOLN. NEBRASKA 

Associated with 
WMBD RADIO — PEORIA. ILLINOIS 
WMBD-TV — PEORIA, ILLINOIS 



WKZO 

CBS RADIO FOR KALAMAZOO-BATTLE CREEK 
AND GREATER WESTERN MICHIGAN 

Avery-Knodel, Inc., Exclusive National Representatives 
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Morning coffee 
and WWL-TV . . . 

new New Orleans favorite! 

C"(Teel>reak is the time for New 
OrIean> housewives to take an 
'■entertainment break" with 
\\ WL-TV . . . where they can 
watch LIFE OF RILEY, MEDIC, 
HIGHWAY PATROL and other 
favorite weekday shows. Ask 
Katz about the popularity of 
Vi Vi L-TV's morning shows. 

WWL-TV 

^^NEW ORLEANS 




The Station 
Viewed the Most 

CHANNEL 4- 
ONLY VHF IN COLUMBUS 

172,870 TV Homes, in 47 Counties 

Per family income 
in Metropolitan Columbus 
is eighth highest in the nation 

UURBL-TU 

LUMBUS, GEORGIA 




I Tv and radio 
NEWSMAKERS 




Joseph Wolf man has been appointed sales 
coordinator of KBOX, the Balaban Station 
in Dallas. He was formerly v. p. of Bartell 
Family Radio and general manager of 
KSOX. San Diego. A graduate attorney, 
Wolf man practiced law before entering 
broadcasting, via the Bartell group, a dec- 
ade ago. He is the winner of the 1959 
'"Sammy Award from the San Diego Sales 
Executives Club for '"having contributed most to salesmanship in 
past years." He's also a member of the Sales & Adv. Club, San Diego. 

Harry W. Betteridge has been appointed 
manager of the Detroit office of George P. 
Hollingber\ Co., national radio and tv rep- 
resentatives. He is currently \.p. of Clark 
& Bobertz, Inc.. the Detroit and Cleveland 
advertising agency. A veteran of radio and 
tv advertising sales. Betteridge was former- 
ly a WWJ sales representative in X'. Y. and 
general sales manager of WWJ-AM-TV. 
Detroit. Prior to joining Clark & Bobertz. Betteridge was president 
of an agencv bearing his name, with offices in Detroit and Toronto. 



Howard W. Coleman has been appointed 
promotion director for WTCX-AM-TV, 
Minneapolis-St. Paul. He was formerly as- 
sistant to the president of Gross Telecast- 
ing. Inc. and station manager of WJIM, 
Lansing. Mich. Coleman also served as 
manager of WMAQ. X'BC Radio in Chi- 
cago, manager of color sales development 
for WXBQ. XBC TV in Chicago, and man- 
advertising, promotion and merchandising for WNBQ & 
He holds degrees in music from Northwestern University. 





ager of 
WMAQ. 



William L. Jones, Jr., general manager 
of KWK. St. Louis, has been elected vice 
president of KWK Radio, Inc. He was 
named general manager of KWK in De- 
cember. 1958. Prior to that time, Jones 
was regional sales director of WEMP, Mil- 
waukee, a sister station of KWK. Previ- 
ously, he had served as general sales 
manager of WISN. Milwaukee. His new 
appointment makes the 33-year-old Jones one of the youngest vice 
presidents and general managers of a radio station in a major market. 




, 0 



SPONSOR 



19 JIARCH 1960 




GOOD GRIEF! 

Our Farm Director's in his Cups! 

Seriously, we're proud of our assorted Farm Service Awards, 
State and National - - for both Radio and Television. Ours 
is truly the Land of Milk and Money. And staffed by three 
full-time Farm Specialists - - plus Channel 2 and CBS - - 
we're fully qualified to give maximum Service in Wisconsin. 
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frank talk to buyers of 
air media facilities 




The seller's viewpoint 



Are \oiir station buys sometimes made emotionally or simply for "prestige" 
reasons? I fere, Fred M. Thrower, vice president and general manager, 
iri'l.X-W. New York, speaks for many independent stations in urging time- 
buyers to "bur by the numbers." Use and misuse of the rating services has 
long been a favorite, and controversial, industrial topic. Here's a frank state- 
ment from an experienced broadcaster who firmly believes — if you subscribe 
to the rating services, you should use them! Perhaps you'd like to answer Mr. 
Throser. ff so, send your 500-word statement to "The Seller's Viewpoint." 




NEEDED: MORE BUYING^ BY THE [NUMBERS"! 



^Po me. one of the most confounding aspects of televi- 
sion today is not misuse of information developed by the 
rating services — there's a lot of that, of course — but rather 
the failure of buyers to fully employ this "buying tool." 
Without ratings, we fly by the seat of our pants. 

Granted, ratings are not infallible . . . granted, the serv- 
ices could be improved . . . still, ratings arc the one and 
onh constant guide a timebuyer has in making a television 
bu\ . 

Agencies buy rating services in order to have a justifi- 
able basis upon which to make sound buying decisions, 
particular!) when "circulation" is the primary target. They 
subscribe to the rating services at considerable cost, then 
proceed to ignore buys which the rating books indicate 
the\ should make. Instead, buyers make emotional buys 
on network stations on the notion that so-called "network 
prestige"' is going to brush off on the product being ad- 
vert i >c(l. 

It has been proved that viewers are not necessarily aware 
of the specific channels they arc watching; therefore, this 
'"ad\ antage" cannot translate itself and follow through to 
the prospective consumer. By and large, the viewer either 
likes a program or not . . . and, if he doesn't, he finds one 
he does like on whatever channel it may be. 

Qualitative Research Inc. (Trendex) proved that the 
great majority of viewers (84.89f) either mis-classify non- 
network programs as network, or can't tell one from the 
In addition, this same study revealed that viewers 
i It'll the difference between a film show and a live 
show. What is important to television viewers, is that 
the pin- laming be of a high calibre in terms of produc- 
tion \ nines and all the other elements that make for truly 
pi ofi-— ional entertain merit. 



The recent CBS image study, "More than Meets the 
Eye," is another related instance where the very funda- 
mentals have been overlooked; namely, it failed to prove 
that viewers are in any way conscious of the station or 
channel they are watching. Merely asking a respondent 
the questions in this study, automatically forces him to be 
aware of specific situations, when, in reality — at the times 
he is watching television — there is a total absence of this 
kind of awareness. 

If rating books arc right, then in many instances inde- 
pendent stations are offering by far the best buys for a 
prospective advertiser. Here, in New York, I have often 
seen availabilities of high-calibre programs on independent 
stations go unsold . . . when an inferior program on a net- 
work station — inferior both in program content and in 
rating performance — is completely sold out ... at a far 
greater cost to the advertisers, I might point out, than 
the better programs with better ratings on the independ- 
ents. 

Last year, we commissioned the A. C. Nielsen Company 
to conduct a special qualitative audience survey to deter- 
mine the similarity between the audience watching our 
station and the audience watching the top network televi- 
sion station in New York during the prime evening hours, 
seven nights a week. Nielsen reports: "None of the com- 
parisons yielded a significant difference." Or. in other 
words, the "content" of a rating point on our station and 
the New York network outlets is the some! 

If buyers bought by the numbers in the rating books, 
with the cost factor in mind, of course, there would be a 
waiting list as long as from here to Chicago to buy our 
station. This would also be the case for most of the other 
independent stations in the country. ^ 
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DELIVERS 

COVERAGE 
OF MORE PEOPLE 

than any other 
North Caroling 

Station 





THIS FACT FACES YOU! 



PROOF: In North Carolina's biggest metropolitan market, VVSJS 
Television has maximum power of 316,000 watts and 
transmits from the area's highest tower, 2000 feet above 
average terrain. WSJS Television's extra strong signal 
provides Grade A Coverage for 1,410,700 people in the rich 
industrial Piedmont — the best coverage for more people 
than by any other North Carolina station. 



television 
Winston-Salem/ Greensboro 




CHANNEL 12 

Heodley-Reed, Reps. 
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Walter Lippmann's fourth network 

The other clay, in a column attacking Dr. Frank Stanton's 
plea for free, competitive tv, pundit Walter Lippmann ad- 
vanced a theory which we helieve hears watching. 

According to Lippmann. neither industry self-regulation nor 
government controls will ever provide the kind of tv improve- 
ment which he and his friends want. 

What is needed, says Lippmann. is a new fourth network, 
operated without regard for advertising revenue hy a trustee- 
ship of di- tingui.died citizens, and dedicated to bringing cul- 
tural and public service programing to the nation. 

Lippmann did not explain how such a network would he 
financed, hut he was insistent that it could "compete" with ex- 
isting networks and force them to higher program standards. 

There is a great deal of blue sky in the Lippmann industry 
economic?; hi? ideas will seem to have an almost naive inno- 
cence. But we don't think they should be shrugged off. 

Lippmann himself carries considerable weight in intellectu- 
al and educational circles. And his proposal marks the first 
time that a man of his stature has suggested a type of tv that 
is neither commercial nor government controlled. 

Up to now tv critics have been pushing for direct govern- 
ment hit rvention in industry schedules, or for "citizens com- 
mitters" to control commercial tv. or for some far-fetched, 
Utopian sv-tem of pay tv"?. 

The Lippmann plan is an entirely different kettle of fish, 
and in our opinion, a highly suspicious one. 

Obviously somebody would have to pay for his fourth 
network. Where would the money come from? 

Obvioudy, too. the existence of such a network would re- 
lax pressures on commercial tv for public service and cul- 
tural programing. We're convinced that, in the long run, this 
would tend to degrade, rather than raise tv standard*. 

We believe the industry should be prepared to take a strong 
-land against the Lippmann proposal. Undoubtedly you will 
Ik- hearing more about it. 



this we fight for: Easier methods of 
selling, buying and coordination of both radio 
and television spot campaigns, by the elimina- 
tion of needless, time-consuming paper work. 




lO-SECOND SPOTS 

Boston pop: In New York on busi- 
ness. John 0. Gilbert II, radio sales 
manager for WBZ. Boston, received a 
call from his wife that their expected 
child was due to arrive and she was 
on her way to the hospital. Franti- 
cally he made reservations for the 
earliest possible flight back to Boston, 
raced to the airport, boarded the 
plane. He attempted to eat calmly 
the lunch served on board and did 
fine until he came to the coffee. 
Sipped along with his French pastry, 
it tasted awful. Gilbert called the 
stewardess and complained. She 
sniffed the cup, said, "Sir, you've 
creamed and sugared your consom- 
me." 

Looney hearts: WQAM. Miami, cele- 
brated Leap Year by a 29 February 
on-the-air proposal of marriage. The 
girl who proposed received a watch, 
the guy who accepted received a 
watch, and together they got a free 
marriage license. Sort of like 
swapping Life for Time. 

Quote: Robert E. Kahl. vice presi- 
dent for marketing of Borden Foods, 
at a recent American Marketing Assn. 
workshop, said, "Product ideas, just 
like any other idea, should take a 
lesson from the song and from Jayne 
Mansfield — 'Accentuate the positive 
and eliminate the negative.' A per- 
fect 36 does not mean 36-36-36. 
Jajne Mansfield's 41 would not be 
nearly so attractive if combined with' 
an in-between 36. But a building up 
of the desirable in one place, and the 
elimination of the undesirable in an- 
other makes for a 41-13-36 that be- 
comes almost unbelievable. . . .1 
Xow ice know why Borden product 
displays in supermarkets are so well 
stacked. 

Snowbound: Hazel Allen, who does 
her own commercials live on KFI, 
Los Angeles, was enroute back to the 
coast when she got snowed in at 
Council Bluffs airport. But she man- 
aged to do her commercial on sched- 
ule via beeper phone. The spot must 
go on. 

Omen? Bob Hendry, time salesman 
with ambitions to become a d.j. for 
WO WO. Fort Wayne H190 on the 
radio dial) just received his new car 
license plates. The number: DJ-1190. 
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ABOVE ALL . . 
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WGY will sell your product harder 
in the rich market area it serves: 
Albany — Schenectady — Troy, 
plus Northeastern New York and 
Western New England. We can 
back this up with a file of sales 
success stories — for details, con- 
tact your local Henry I. Christal 
man or call WGY, Schenectady, 
New York. 982-12 



50,000 Watts • NBC Affiliate • 810 Kilocycles 



A GENERAL ELECTRIC STATION 




IN SAL 



REASE 



When sales — not size — is Important in yaor morketing picture, then consider the booming 
Jacksonville metropolitan market. 

Recent figures released by the Federal Reserve Bank show that Jocksanville led the South in 
increased salts during the week ending December 26th. Jacksonville registered a fantastic 44 
per cent increose in soles over the some period in 1958. Not the least of this wos on im- 
pressive 23 per cent increose during the entire four week period ending December 26. This 
figure wos also tops in the Southland. Jacksonville is o must when considering soles octivity 
and growth . . . 

AND YOU CAN'T COVER GROWING 
JACKSONVILLE WITHOUT . . . 




I 



